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SERVICE is the basis of Atlas Fi/maturit) By rendering consistently efficient service, AX AY. 
Service is much more than the mere will to Atlas has thrived through forty consecutive RES 
serve—a proper impulse in the right direc- years and has become the oldest producer of aS 
an wee 
tion. The will to serve must be coupled with — business films in America. \ 
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the ability to serve—the talent, equipment Take advantage of the wealth of Atlas 
and facilities Filmaturity that 





is always at your service 
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ATLAS FILM CORPORATION 


Producers of Quality Motion Pictures, Sound Slidefilms, Theatrical Shorts, TV Commercials 


ESTABLISHED 1913 


111] SOUTH BOULEVARD + OAK PARK, ILLINOIS + CHICAGO PHONE: AUSTIN 7-8620 


% the wealth of mature film sense, skill and judgement achieved only through many years of actual production experience 











,.. MEASURE of a wood film is its power to get action 
—the KIND of action most desired by the sponsor. 
Hundreds of Caravel productions—for widely differ- 
ent purposes —have met this test successfully. We in- 
vite you to view any of these films and judge their im- 


pact by the impact they have on you. For example . . . 
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|. WE INVITE you to view these produe- 
“A. tions —either at your oflices or ours. Or 

if vou have films of a different type in mind. 
let us select a showing more in line with vour 


specific needs. Write or telephone today. 
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Sometimes even 
these won't do... 


Many machine operations in a modern industrial plant are so 
rapid even the eye can’t follow. Time and motion studies by usual 
methods often fall short of the needed exactness. 

Because accurate analyses can mean the difference between 
profit and loss, many plant engineers now depend on movies taken 
with Bell & Howell precision equipment. 

The experience of the Ramsey Corporation is only one of 


many. The extraordinary precision with which Bell & Howell 


cameras, projectors and accessories are built make them ideal for 


all industrial needs. 


Basic for industrial use... 


The 16mm 70-TM, shown here, is built both 
for heavy-duty and precision work. 7 accu- 
rate film speeds especially for time study 

500, 750, 1000, 1500, 2000, 3000 and 4000 
frames per minute. Accurate spring drive. 
Adapted to take electric motor. The wide 
variety of accessories for this camera make 
it ideal for any industrial purpose. Special 


projectors for time study use also available. 


You buy for life when you buy... 


Bell & Howell 





ME 
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How Ramsey Corporation solved 
vexing time study problem... 





Ramsey Corporation of St. Louis, makers of auto- 
motive piston rings and expanders, needed depend- 
able analyses of certain machine operations as a 
basis for piece rates. Usual observational methods 
produced unsatisfactory results. 





With the cooperation of Bell & Howell engineers, 
time studies were then made on film using Bell & 
Howell equipment. The result was the establishment 


of piece rates satisfactory to all concerned. The 


visual analyses also led to a number of improve- 
ments in operational methods. Shown is William A. 
Vogler of Ramsey Corporation exhibiting time study 
film to group of employees. 






BOOKLET SHOWS HOW MOVIES AID 
IN TIME-MOTION STUDIES 


(Tear ovt and send today) 
Bell & Howell Company 
7108 McCormick Road, Chicago 45, Ill. 


Gentlemen 
Please send me your free booklet 
‘Measure Time Accurately.” 


Nome Address 
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16mm 
“Suitcase’’ Projectors 


give gan att these 


EXCLUSIVE 
ADVANTAGES 


Complete Self Operating Unit—No reels of film 
to thread—no screen to set up —no sound speaker 
to engage —all these features are together in the 
one unit case. Sales film presentations are set up 
in seconds 


“Flick” t's On—Just plug into any 115 volt elec 
trical outlet, AC or DC, and with a “flick” of its 
switch the TS! Projector is on and running 


Automatic Rewind—Duve to exclusive 16mm film 
magazine —film is automatically rewound—no re 
threading necessary— magazine is power driven 
It's ready to go after every show 


Daylight Operation—No need to draw shades or 
draperies. Crystal clear pictures are projected on 
the self contained screen in any lighted room 


Compact—Model D or H (DeVry or Bell and 
Howell mechanism)—135 sq. inch screen—only 
40 pounds. Easy to carry. Case sizes 14°x22"x12" 


%& Forced air cooling 
Projects sound or silent films 


Projects black and white or color films 


min. sound—32 min. silent) 


* 
+ 
% Magazine Capacity—800 ft. l6mm film—(22 
* 


Conventional reel arm projection (up to 2000 
ft. 16mm film) 


% Designed and built by the pioneers of suitcase 
projectors 


“Moviematic" 
Model M only 
27 pounds— 
10° x12" x 20". 
ideal for sales 
calls. 


Write today for illustrated brochures featuring 
TS! Suitcase Projectors 


Technical 
Service 
Incorporated 
—Dept. C-3— 


30865 Five Mile Road 
LIVONIA, MICHIGAN, U. S. A. 


Mira. of Electronic and/or Mechanica Kau 
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NEW YORK 
385 Madison Ave. 


*DETROIT 


VV 1000 Dime Bldg. 
ILDING WRITES and produces a motion picture to sell . 8 


a product or a service, and it goes into the field. Months, 


sometimes years, later we hear about its continuing success. 
CLEVELAND 
1010 Euclid Bldg. 


One of our productions, * 


released in Lomm, has been shown 
to small groups the country over since February of 1949, 
In February of 1953 we received what the writer called a 


letter of gratitude: 
*HOLLYWOOD 


The picture has been one of the factors that have forced 5981 Venice Blvd. 


us to expand our facilities repeatedly. Its impact on the 


. 
market has been such that we are doubling our capacity 
to meet the demand. From an average operation, we have ST. LOUIS 
grown to the city’s largest. 4378 Lindell Blvd. 


In our files are many similar success stories of Wilding films 


that stimulated sales. CINCINNATI 
Enquirer Bldg. 


*4 screening of this picture can be arranged by calling any of the Wilding offices listed on this 
page 


PITTSBURGH 


Law & Finance Bldg. 


*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 






MOTION PICTURES ¢« SLIDEFILMS e« TELEVISION FILMS 






7 2 ef 
COWE asa 
mountain top... 


a 
¢ 
y / 


aa gs ean s 


ee 
The WF YURI y VT d Xa co) gat Hele) (=e 


GUY wer: 


COMBINATION 
Slide and Filmstrip 
PROJECTOR 


No projector is better than its cooling system and 
Viewlex is the COOLEST projector made! The ex- 
clusive ‘’Venturi-Airjector’ breaks up the insulating 
barrier of heated air, which stubbornly surrounds 
the lamp, and forces a constant flow of fresh cool 
air directly against the lamp itself. 





But that’s scientific talk! What it really means to 
the user is a projector that is delightfully cool-to- 
the-touch even after long periods of steady use 
and vastly lengthens lamp life too! 


Specifically designed ana engineered for 500 watt 
projection lamp, yet delivers super-brilliant screen 
illumination. which actually exceeds the illumina- 
tion delivered by ordinary projectors with 750 watt 
lamps! The exclusive LIGHT-MULTIPLIER optical 
system plus automatic condenser alignment for 
perfect focus every time — provides the sharpest 
pictures ever seen! Each condenser is coded and 
individually mounted for ease in cleaning — just 
another indication of the quality that is built right 


into Viewlex projectors. 
Write for free 


1 ; 
Hrepatuce — Opps. 16 One projector projects both single and double- 


V, frame filmstrips, vertical and horizontal 2x2 and 
pRosectors ? bantam slides. Professional quality 3°’, 5’, 7’, 9’ 


pod for 4 11” projector lenses can be used instant 
{ wa ene proj y 
/ Y iff fine : Vieuk 


INC. « 35-01 QUEENS BOULEVARD + LONG ISLAND CITY 1, N. Y. 
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‘ Recabist aides mape it eadier te get. 
muy wld. doy acon To our dithibulrrs’ 


Saye H. H. SEAY JR., vice-president and sales manager 
Bell Sound Systems, Inc., Columbus, Ohio 


| psreges rs manufactured by Bell Sound Systems, Inc., 
are too heavy and bulky to carry, and catalogs do not 
do justice to their beauty and sales appeal. Sales manager, 
H.H. Seay Jr., however, has found Stereo-REALIST indis- 
pensable in his sales contacts. He uses the REALIsT both to 
photograph his complete line in full, natural color and 
three dimensions, and to take pictures of his distributors. 

REALIST pictures are the next best thing to displaying 
the actual product itself, 
camera duplicates exactly what you see with your cyes. 

Why not consider using the REALIs1 
aid in your business ? Chances are it will do the job better 
at lower cost than you now believe possible. If you 
haven't seen REALIST pictures, ask your camera dealer or 
commercial photographer to show you some. Or for free 
folder on its business applications write: Davip Wut! 
COMPANY, 319 W. Court St., Milwaukee 12, Wisconsin. 


bec ausec this pre is10n built 


as a visual sales 
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absolutely flat 














signed for proper 


$159.00 (tax inc.) 
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THE CAMERA THAT SEES THE SAME 


iS yo 


eee i 
\: Q y t Cameras, Viewers, Projectors, and Accessories ave products 
Of the David White Company, Miluaukee 12, Wisconsin. 


NEW REALIST SILVRSCREEN 


tion, Elastic screen stretches 


with Quick-Snap 


stereo projec 


attaches easily to lightweight frame 


button Surface is powdered aluminum bonded firmly for maximum 
ST9IAS reflection. Built-in tilt control directs reflected light to audience Frame 
REALIST packs neatly inside attractive, tubular carrying case. Also available: 


 } / $3950 


Silvrscreen | 


54” x 59” floo 


with a tu table stan i, 








Specta lists in 


VISUAL SELLING 
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200 East 56th Street. NEW YORK 
16 East Ontario Street, CHICAGO 










| various categories judged by 


produced by 


Nalety Film Awards 


National Committee on Films 


for Safety Names “52 


= 


pictures and slidefilms of 1952. 


W inners 


OUTSTANDING safety motion 


as selected by the National Com- 
mittee on Films for Safety from 
among 68 motion pictures and 


sound slidefilms accepted for screen- 
ing were announced in late March, 
just in time for the final forms of 
this issue. 

Nine sound motion pictures re- 
ceived top award plaques in the 
the 


| committee. Just one sound slidefilm 


received the top award this year, 25 
Awards of Merit were extended to 
19 motion pictures and six sound 
slidefilms. Here 1952’s best 
safety motion pictures in the opinion 
of this jury of 
standing leaders in the field of safety 


are 


blue-ribbon out- 


education: 
Plaques to These Films 
Top award plaques in the “Gen- 


eral” safety group went to Not Too 
Hot to Handle, a fire safety motion 


| picture produced by The Jam Handy 


Walter Kidde 
Company. On Post Safety, an Army 
film produced by the Signal Corps. 


The 


Organization — for 


was another plaque winner: 


| School Safety Committee, sponsored 


by the Auto. Club of So. Calif. and 
Sid won a 
plaque, as did Hands Off, sponsored 
by the Blue Cross and Blue Shield 
State Col- 


Davis. 


and produced by lowa 
lege. 

Two top-award plaques were 
awarded Vogue-Wright Studios for 


| Dark Daze, sponsored by the Na- 


tional Association of Automotive 
Mutual Cos.. Word of 
Honor, sponsored by Kaiser-Frazer 
Sales Corporation. The other plaque 
winner in the Trafhe & Transporta- 


and for 


tion motion picture group was 
Mickey's Big Chance, produced by 
F. K. Rockett Company for the AAA 
Foundation for Traflic Safety. 

In the field of Occupational 
Safety, You Can Take It With You, 
produced by Dallas Jones Produc- 
tions for the National Safety Coun- 
cil was one of two top-award selee- 
tions. Safe Every Second, produced 
by Gene K. Walker Productions for 
Standard Stations, the 


other motion picture plaque winner 


Inc. was 


in this group. 


One “Top” Sound Slidefilm 


The only top award plaque given 
a sound slidefilm this year went to 
Pick Safety 


Sarra. Inc. for Your 


BUSINESS 





Target, a 13-minute subject spon- 
sored by the National Safety Coun- 
{ il. 

Awards of Merit were shared by 
the U. S. Coast Guard, Jerry Fair- 
banks, Inc. (3), Unifilms, Inc. (2), 
The Jam Handy Organization, Rarig 
Motion Picture Company. Sarra, 
Inc., Atlantic Refining Co., Harold 
Kite & Associates, Clark Equipment 
Co., Wilding Picture Productions. 
Paragon Pictures (2), the Pacifi 
Telephone & Telegraph Co., Human 
Relations for Industry, Helio Pro- 
ductions, & Surety 
Co., A. Julian Brylawski, Coronet 
Films, Michigan 


Aetna Casualty 


Inter-Industry 


Highway Safety Committee, Lew 
Parry Film Productions, and Vogue 
Wright Studios. Fairbanks’ films 


were made for the National Board 
of Fire Underwriters as was one of 
the subjects by Unifilms. 

The other Unifilm Award of Merit 
was shared by the Pennsylvania 
Railroad. National Electric Products 
Corp. shared the Jam Handy merit 
award; the Oregon & Washington 
Forest Fire Assns.. Santa Fe Rail- 
Mine Safety Appliances Co. 
and Zurich-American Insurances 


way, 


Cos. were others who shared merit 
awards accorded their productions 
for 1952. i 
a oa * 

Chicago Film Council Has Program 
on “Film As a Tool in Business” 

* “The Film As a Tool in Busi- 
ness” was the title of the program 
at the March meeting of the Chi- 
cago Film Council. Miss Kay Pow- 
ers, education director of the Uni- 
ted Airlines, presented the film 
Operation of American Airlines. 
Daily Safety Meeting was present- 
ed by Mr. J. T. Hawkinson, audio- 
visual director and producer, IIli- 
Central Railroad, film de- 
partment. 


nois 


* ° . 


Production on New A.T.&T. Film 
Goes on Location at Bell Labs 
* Studio sequences for the AMERI- 
CAN TELEPHONE & TELEGRAPH Com- 
PANY picture tentatively titled Vis- 
ible Speech have been completed by 
Aupto Propuctions. Technical 
scenes are now being shot by Alex- 
ander Gansell, producer-director, on 
location at the Bell Laboratories. 
The Technicolor picture shows 
engineers taking “sound samples” 
at a simulated of Don 
Voorhees and his Telephone Hour 
Orchestra, with violinist 
Zino Francescatti as guest star. Bell 


broadcast 
concert 
System engineers, with their “sam- 


ples,” will the 
audiences sound in 


future 
profile 


show film’s 


and 


depth, and some facts about the 
progress toward voice-dialing. 
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Cannon Plugs are vital links in the 





electrical life lines so essential to airplanes, 
television cameras, guided missiles and 

countless other modern mechanisms. “Contact 
a new Wolff color film is also an 

important link...in transmitting pertinent 
information concerning these plugs from Cannon 
Electric Co. to its many customers 


and prospective users throughout the world. 


“Kapha 5, Voy 


STUDIOS 





HOLLYWOOD 2% NEW YORK CHICAGO DETROIT 








YOUR POSITIVE ANSWER 


Perfect 
Precision 


MECHANICAL MEMORY... 
AUTOMATIC CONTROL 
«+» NO NOTCHING 


Each individual film has its own 
Printing Control Strip, which de- 
termines printing exposures, filter 
changes (for color) and effects,and 
stores up this knowledge for trans- 
fer to the printing machine itself. 
This Control Strip permits exact 
duplication at any time. 


YOUR ASSURANCE OF 
BETTER 16. PRINTS 


15 Years Research and Spe- 
cialization in every phase of 
l6mm processing, visual and 
aural, So organized and equip- 
ped that all Precision jobs are 
of the highest quality. 


Individual Attention is given 
each film, each reel, each scene, 
each frame through every 
phase of the complex business of 
processing — assuring you of the 
very best results. 


Our Advanced Methods and 
our constant checking and adop- 
tion of up-to-the-minute tech- 
niques, plus new engineering 
principles and special machinery 


Precision Film Laboratories — a di- 
vision of J. A. Maurer, Inc., has 14 
years of specialization in the lomm 
field, consistently meets the latest de- 
mands for higher quality and speed. 


enable us to offer service un- 
equalled anywhere! 


Newest Facilities in the 16mm 
field are available to customers 
of Precision, including the most 
modern applications of elec- 
tronics, chemistry, physics, optics, 
sensitometry and densitometry— 
including exclusive Maurer- 
designed equipment—your guar- 
antee that only the best is yours 
at Precision! 


PRECISION 


FILM LABORATORIES, INC 
21 West 46th St 
New York 19, N.Y 

JU 2-3970 





AND COLOR TELEVISION 


HREE-DIMENSION’s revival by our cousins 
TT: the entertainment industry has all the 

fervor and urgency of its spiritual coun- 
terpart. There is really nothing new about it, 
technically, as yet. but as Hollywood throws its 
technicians into the fray and the experts of this 
business film industry are enlisted to help main- 
tain the box-offices of the nation against the in- 
roads of television, something new may well 
come of it all. 


George Spoor’s “Natural Vision” large screen 
presentation is emulated in the Twentieth Cen- 
tury Fox Cinemascope technique; the familiar 
Polaroid viewers with which New York World’s 
Fair audiences saw Chrysler's 3-D movies by 
Loucks and Norling are being produced in mil- 
lion-fold lots for current consumption; Ra- 
phael G. Wolff is furnishing the equipment and 
his rare artistry for Sol Lesser’s forthcoming 
3-D shorts program. Ray Wolff has also dem- 
onstrated new industrial ideas in 3-D showings 
last month before Eastern industrialists. 


Freedom from the interlocked twin projec- 
tors, which would hamper any really wide- 
spread distribution of 3-D films via l6mm at 
present, may come via Polaroid’s single-system 
Vectograph film, now in advanced experimental 
stages (see article in this issue). But meanwhile 
business is having lots of fun and plenty of 
sales attention from stereo slide presentations. 


The Congress (and in particular Senator 
Johnson of Colorado) has been reminding the 
television set makers that they shouldn’t delay 
the certainty of color television. In late March, 
RCA affirmed the readiness of its color equip- 
ment and the National Production Authority 
obligingly took the lid off color set manufac- 
ture. This industry’s experienced producers of 
color films will be in a remarkable service po- 
sition. But sponsors who have not taken ad- 
vantage of the lull to stockpile color footage will 
be missing the chance of a lifetime. 


Witness the interest of television stations in 
such material for sustaining, free use as pro- 
gram filler. Millions of additional attendance 
has been secured by astute sponsors whose 
films were sufficiently in the public interest to 
warrant these sustaining requests. Lessons can 
be learned in color production now that will 
save millions of dollars when the public has the 
sets: l6mm distribution as well as theatrical 


showings will pay for the films right now. 


This is the year of technical advance; but its 
also the year of destiny for present film spon- 
sors. That's the text of our own report on dis- 
tribution trends which appears on following 
pages of this well-filled issue. my 
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Which groove are you in? 














NEW 10" MICROGROOVE 


Slide Film Record 


No difference in playing time but a vast 
difference in packing, shipping and mail- 
ing costs! Savings up to50%! And youcan 
make the same terrific saving right up the 
line—on processing, pressing and storage 


COLUMBIA 


TRANSCRIPTIONS 


A DIVISION OF COLUMBIA RECORDS 


ORIGINATORS OF THE MICROGROOVE RECORD 


e VOLUME 14 e 1953 


OLD 16" STANDARD 


Slide Film Record 





expense. Find out how Microgroove pays 
you back its conversion cost, then keeps 
on saving you money. Call Columbia or 
send this coupon today—if you are still in 
the old groove! 


i Columbia Transcriptions 

t 799 Seventh Avenue, New York 19, New York 

‘ We are interested in the full cost and quality story 
i on Microgroove Records. 

1 Name 

i 

4 Company 

i Address 

: City State 
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VICTOR SOVEREIGN 
(Model 60-25) 

For larger groups — indoors 
and outdoors 

Price: With 12-inch speaker $539.00 


ViCTOR ESCORT 
(Model 60-10) 

For classroom and small 
auditorium use 


Price: With G-inch speaker $433.00 
With 12-inch speaker $455.00 








VICTOR NEW LITE-WEIGHT 
(Model 60-4) 


For conference and small 
groups 


Price: With Ginch speaker $395.00 
With 12-inch speaker $417.00 


MAGNESOUND 


Magnetic Recording and Play- 
back Attachment For Existing 
Victor 16mm Sound Projectors 


Price: Complete with Microphone and 
Carrying Case $199.45 


VICTOR ARC PROJECTOR 
For outdoor use, auditoriums 
and small theatres 


Price: Single Arc Projector $1725.00 
Dual-Arc Projector $3250.00 


Recognized world-wide for 
many outstanding features, 
excellence of performance, 
precision construction and de- 
pendability, Victor 16mm 
projection equipment is the 
first choice of thousands in 
schools, businesses, churches, 
institutions and homes. 
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Your best foot is always forward 









when your 16mm color release prints are on 


ANSCO TYPE 238 FILM! 


The best impression you can 


make with any customer or 
prospect is with the quality of 
the release prints you can 
show him. 

That’s why you’re sure of 
making the right impression 
by specifying Ansco Color 
Type 238 Duplicating Film 
for your 16mm releases. For 
no other color duplicating 
film you can use gives you 
the same faithful color, the 
crisp definition, and the over- 
all high image quality you get 
with Ansco Type 238. 





Don’t take anyone’s word for the facts... make this comparison yourself 


Compare a printon Ansco Tvpe238  COOJM PARE for faithful color 


with one on any other color duplica- 


ting film. 


i ... for high-fidelity sound 
Once you make this comparison, 
0 "ll cwe = _4 ‘O css < + . 

you saver tity toy les Chen ... for cleaner, whiter whites 


Ansco Color Type 238 Duplicating 
Film. 


... for sharper definition 


Fast processing through New York, Chicago, Hollywood 







Ansco, Binghamton, New York. A Division of General Aniline & Film Corporation. “From Research to Reality.” 
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use STEREO! 


... better for 
presenting & 
selling your 


products... 


use BRUMBERGER 
STEREO EQUIPMENT 


... better for viewing, 
protecting & carrying your 
valuable transparencies 


Brilliant three dimensional pictures at your fingertips. Optic- 
ally ground and polished lenses, pin-point focusing . . 
battery operated with push-button switch. Lightweight, hard 
impact Polystyrene (practically unbreakable). Takes all stand- 
ard 1%” x 4” stereo mounts. 


#1265 Viewer (less batteries) 


STEREO 
VIEWER 
-List $9.95 


STEREO 
FILES 


Completely portable all-steel file, holds 50 metal or glass 
binders (or 125 cardboard mounts), in groups. Has scratch- 
proof compartment that holds your Stereo Viewer. A hand- 
some, complete unit-in-one . . . designed especially for the 
salesman who needs a compact, lightweight sales kit. 


#1111 File . List $3.95 


otner mvenient sizes 


STEREO 
BINDERS 


The only all-steel binders with glass, that automatically center 
and align your transparencies. No kits, jigs, tape or masks 
required, Accurate prongs hold film correct for viewing in 
standard projectors or hand viewers. Simple snap assembly. 


#1166 Box of 24 sets List $4.50 


Lower prices for quantity Industrial Users. 
See your Commercial Photographer, Ad- 


vertising Agency, etc. or write direct to 


BRUMBERGER 


34 THIRTY-FOURTH. STREET, BROOKLYN 32, N.Y. 


senza PMXECUTIVE 


Kodak Advertising Executive 

Gets Annual Leadership Award 

* W. B. Pot rer. director of adver- 
tising, EASTMAN Kopak COMPANY. 
has received the first annual leader- 
ship award of radio station WHAM, 
the Stromberg Carlson station in 
Rochester, N. Y. 

The award cited Potter’s 20 years 
in public service and advertising 
fields and his “leading influence” 
in the Rochester Advertising Coun- 
cil and the Association of National 
Advertisers after which the Roches- 
ter group was patterned. 

The Kodak was a 
founder and first chairman of the 
board of the Rochester Council. He 
is at present a member of the board 


executive 


of ANA and served as its chairman 
in 1949.50. 

WHAM’s citation attributed much 
of the Rochester Advertising Coun- 
cil’s success in promoting charitable 
and educational 
Potter's enthusi- 
asm, his high sense of civic duty 


institutions and 


causes to “great 


and his planning ability.” 


W. ALLEN TAFT 


DuPont Names Sales Executives 


* W. ALLEN Tart, who for the past 
year has been assistant district man- 
ager of the Chicago sales office of 
the Du Pont Company’s Photo 
Products Department, has been ap- 
pointed an assistant director of sales 
of the department with headquarters 
in Wilmington. 

Mr. Taft's appointment increases 
to three the top sales management 
of the Photo Products Department. 
K. T. Moun is director of sales, 
and A. Crawrorpd HUBBARD is an 
assistant director of sales. 

Under the new division of assign- 
ments, Mr. Hubbard will assist Mr. 
Molin in the sale of motion picture 
film 


while 


and radiographic 
Mr. ‘Taft will be 


with the sale of photographic films 


produc ts, 


concerned 


and sensitized paper to industry and 
the general photographic trade. 

Mr. Hubbard, 42, has been assist- 
ant director of sales in the depart- 


1944, having 
with the company 12 years earlier 


ment since started 
as a technical representative in the 
sale of x-ray film. In the interven- 
ing years he was a sales representa- 
tive in various district offices. He 


is a native of White Plains. N. Y.. 


and a graduate of Amherst College. 


ALDEN O. CARLSON 
A. O. Carlson Becomes Head of 
Columbia Transcription Division 


* Effective last ALDEN O. 
CARLSON, former senior sales repre- 


sentative of the Transcription Divi- 
sion, CoLUMBIA Recorps INc., has 
been promoted to the post of gen- 
eral manager of that division, re- 
placing Robert Clarkson who has 
Mr. Carlson joined the 
organization in 1942 in a sales ca- 


lua 
resigned, 


pacity and has remained with Co- 
lumbia Transcriptions ever since. 


* * * 


DuKane Appoints R. L. Shoemaker 
Audio-Visual Division Head 


* Ropert L. SHOEMAKER has been 
appointed manager of the Audio 
Visual Division of the DUKANE 
Corporation, St. Charles, Illinois, 
according to an announcement by 
J. MeWILuiaMs SrTone, president. 
Formerly sales manager of this di- 
vision, Mr. Shoemaker will now be 
in charge of all division activities. 


Ropsert L. SHOEMAKER 
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Our organization operates like a ball team. There are 
definite positions that require the special skill and apti- 
tude of individual players. But not only must each 
player be outstanding in his own job, he must also have 
the experience and temperament that make it possible 
for him to co-ordinate with the other members of his 


team. 


Sound Masters has just that sort of well organized 


team, fifty-two weeks a year. 


ee te 


TEAMWORK 


Whether it be a slidefilm or a multiple reel saga of 


Miakt 
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an industry; whether the shooting locations are in one 
place or spread out over the map, the Sound Masters 


team of “star players’ is at your service. 


With special skills and highly developed production procedures, 
we will deliver to you, at the agreed time, a film that will accom- 


plish the special purpose for which it was intended. 


LET US MAKE YOUR NEXT PICTURE 








WE HAVE A LOT OF GOOD IDEAS 


491 SOUND MASTERS, INC. 











MOTION PICTURES 
SLIDE FILMS 
TV SHORTS 
COMMERCIALS 





ESTABLISHED 1937 165 WEST 46TH STREET, NEW YORK 36, N.Y. PHONE PLAZA 7-6600 


Eastman Kodak Company Report 

Announces Sales Up 6% in 1952 

* Consolidated net sales of East- 
MAN KopAK COMPANY increased to 
a new high in 1952 for the third 
consecutive year. They were $575.,- 
022.750, up six percent from the 


mi 1951 level, THomas J. Harcrave. 
_gil chairman, and ALBERT K. CHap- 
a ; MAN. president, said in the com- 


pany's annual report, recently re- 
leased. 
aos Hargrave and Chapman said two 
(] PI (he door factors were largely responsible for 
tn tha mina the high sales volume. One was an 
ae : , important sales gain in photog- 
raphy, and the other was increased 


SHOWS HOW | | volume of government and defense 


business. 


TO MAKE TEACHING | Their further comment on _ the 


company’s 1952 business was, “Our 

sales increase in 1952 came chiefly 

MORE EFFECTIVE | from the excellent demand for our 
| photographic products. Sales of Ko- 

WITH THE | ; dak color films and prints continued 
to grow rapidly and produced a 

large part of the total increase in 


photographic sales. Most of our 
A-T7 ea major lines of films, papers, chem- 


4 icals and accessories equaled or bet- 
i tered their 1951 volume.” 

Vv U = 4 T 3 f/ f/y They reported that professional 
motion picture films accounted for 

0 paque Projector : 6S! nine percent of the 1952 sales. The 
rest of the breakdown by product 
groups showed: amateur photog- 
raphy, 270; commercial and pro- 
fessional photography, 25°; cellu- 
lose esters products, 16°: military 
apparatus and equipment, 14°o; 
chemicals and chemical products, 
ideally qualified for schoolroom use the VU-LYTE is. It points 0% 


This informative folder, packed with pictures, shows how 
; and other products, 3%. 

out the easy availability of the free projection materials at every ; The Kodak statement concluded 
teacher's hand. It explains how applicable these free materials / with, “Our estimates at this time 
are, to every class level and subject. And it fully describes the : show that we may look for a some- 
exclusive features that make the Beseler VU-LYTE such an out- what larger volume of sales in 1953. 
standing, ultra-modern, professional-type teaching tool, embody- ' Earning should be at a satisfactory 
ing an entirely new principle in opaque projection. level and, if sales are increased, 
should exceed those of 1952. It 


This new folder, just off the press, illustrates and explains the ee ‘aie A ON eel Nae sed 
OOKS now as a eZ eoot 


Vacumatic* Platen, that holds copy flat without need for pasting 
and mounting . . . the Feed-O-Matic* Conveyor, that feeds new 


copy in and ejects the old automatically . 


year for the company.” 
Air Reduction Sales Company Has 


the Pointext Projection Pointer, the built-in opti- Technical Films for Distribution 


cal device that throws on the screen a movable oH p f th 4 R 

arrow of light which the operator can direct and ARVEY aye of the ~ - 
a : IUCTION SALE ,OMPAN é an- 

control without leaving his place beside the reas: — Katee —— oe 


d y e > availabili W “y 
projector and other features of pronounced nested x ed nounced the ay ailability of two new 
teaching value. : coal kes Venues films, Burning Blades and Tool oj 

Vany Uses. The first is a half-hour 

. rran tree den tri he victure on machine gas _ cutting 
“> *Pat. Pending tPatented eseler \ LY a : I a ° hdl = 
, aimed at the production manage 


ment level, but considered suitable 


CE. for showing to top groups in the 
CHARLES Esekely COMPANY NAME metal fabrication field. 


esr. teee 


60 Badger Avenue, Newark 8, N. 35. Fae of ies y = a oe _ 
i eR a ADDRESS. a! A of the revolutionary aircomatic 
Opeqee Projection Becionen? welding process in mass prouuction 
crv____ZONé__ STAvé___. welding work. It is of primary in- 
terest to people concerned with 
welding and allied metal fabrica- 
tion work. Both pictures may be 
obtained through Air Reduction 

Sales Company district offices. 
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ANOTHER PRODUCTION THAT DEMANDS THE ZAGIMUS IN PRINT QUALITY 


Af Mf i 
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**it is important in a rapidly growing industry like television to be outstanding. Your 
quality work puts you among the finest, your service makes you outstanding. ’” 
—NAT PERRIN, Producer “My Friend Irma” 


COLOR PRINTS .,,. SERVICE 


@® B&W DAILY AND RELEASE PRINTING galore! 
ee B&W DEVELOPING ®@ B&W REVERSAL 
DELIVERY 
WORK PRINTS @® B&W DUPE NEGATIVES FROM e 
when promised 
COLOR OR REVERSAL ORIGINALS ®@ 16MM 


| REDUCTIONS FROM 35MM ® ELECTRONIC RE- QUALITY 
| CORDING OF SOUND TRACKS TO COLOR RELEASE unsurpassec | 
PRINTS @ EXPERT TIMING FOR EXPOSURE 


CALL OR WRITE FOR OUR 
CORRECTION — COLOR OR B&W NEW COMPLETE PRICE LIST 
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For Instant Movahility 
and Advanced Design 


“HYDROLLY” 


(TV OR CAMERA DOLLY) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion 
cameras. Lightweight 


Picture 
sturdy 

easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


SYNCHRO-FILM-ED SYNCHRONIZER 


A Precision Instrument for 
Synchronization and Measurement of 
l6mm and/or 35mm Films 


Any combination of sprockets assembled to 


your specifications. Sturdy cast 


type, 
sprockets 


aluminum 


construction. Foot linear 


with frame 


divisions engraved on Contact 


rollers adjusted individually for positive 
roller release, 
sprocket shaft slip lock, complete with foot- 


age counter 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special and Maurer Cameras 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


film contact. Fast finger-tip 





INTERCHANGEABLE MOTORS: 
12 Volt DC Variable Speed 8-64 Frames. 


115 Volt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors for Cine Special, Maurer, 
B & H, Mitchell Cameras, Motors for Bolex and 
Pilmo Cameras, and Time Lapse Equipment 


e LENS COATING 
eT" STOP CALIBRATION 
@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras. 


e BAUSCH & LOMB "BALTAR" 
LENSES and others for Motion Picture and 
TV Cameras. 

e@ RENTALS — SALES — REPAIRS: 


Mitchell, Eyemo, Bell & Howell, Wall, 
Cine Special Cameras. 











Write for full information and prices 


JOHN CLEMENS ERWIN HARWOOD 


NATIONAL CINE EQUIPMENT, Inc. 


209 WEST 48th STREET, NEW YORK 36, N. Y. 


News at Presstime 


Standard Offers Vacation Ideas 
In New Public Service Picture 
* In the lee of vacation-time. 
1953, the Standard Oil Company of 
Indiana has just released a public 
service film that is full of — travel 
ideas. Midwest Holiday has a light 
comedy-romance plot, and a_ set- 
that covers 15 
Wilding Picture 
tions. Inc. was the producer. 


ting midwestern 


states. Produc- 
Charlie Flynn is cast as a vaca- 
Paris Kay 


Marlin plays an artist whose first 


tioning reporter, and 
love is painting the Midwest’s beau- 
tiful scenery. They are supported 
by a cast of landmarks made fa- 
both real and im- 
Midwest. 

Vacation spots which the picture 
explores include the Indiana dune 
country, land, the 
Tetons, Yellowstone, the Black 
Hills and Mount Rushmore, Min- 
nesota’s land of 10.000 lakes. Wis- 
consin Dells, the lowa State Fair, 
and the Mississippi at Hannibal. 
Missouri. 


mous by people 


aginary—-and the scenic 


Lincoln Grand 


Vidwests Holiday's 


situations run 


Throughout 


scenes and 


mem- 
ories of things past, of people and 
places The 


schooners on the 


seen. picture recalls 
wheat- 
lands. your first ferris wheel ride. 
and the time you read about Tom 


Sawver 


prairie 


white- 
but it remains interesting 


getting his fence 
washed 
and modern. 

Special black and white prints of 
the sound-color picture were pre- 
pared for television. Modern Talk- 
ing Picture Service will handle dis- 
tribution of Midwest Holiday 
through its nationwide network of 
regional film exchanges. 


oa * ” 


16mm Film on Overhead Projector 
Produced by State U. of lowa 
* A new l6mm sound motion pic- 
ture showing the fundamental pur- 
poses and many uses of the 10 by 
10 inch overhead projectors as well 
as methods of producing transpar- 
encies for this equipment has been 
produced by the Bureau of Audio- 
Visual Instruction, Extension Divi- 
sion, State University of Iowa. 
The film was made to be used in 
teacher or industrial training 
courses to give a complete visual 
lesson on preparing and using vis- 
ual lessons. Some of the uses of 
the projector shown are cellophane 
rolls and prepared sheets, prepared 
overlays, transparent plastics such 
as gears, and mixing of liquids. 
Transparency production is illus- 
trated from the simple methods of 


lettering and drawing and the sensi- 
tized diazo foil method to the more 
elaborate machine techniques. Copy- 
ing pictures by the autopositive 
method for use on transparencies is 
also demonstrated. 

The 16-minute 
rented for $2.50 plus postage, or 
purchased for $60.00, less 10%: to 
from Bureau of Audio- 
Visual Instruction at the State Uni- 
versity of lowa. lowa City. 


lesson may be 


schools. 


TRADE REPORTS 
Stancil-Hoffman Will Produce 
New Magnetic Recording Head 
* Dr. Martin Kien, general man- 
ager of the STanciL-HOFFMAN Cor- 
PORATION, has announced a new line 
of magnetic recording and repro- 
ducing heads. The California corpo- 
ration has been assembling magnetic 
heads for use on its own tape and 
film equipment for three years, but 
it has now taken over all magnetic 
head tooling and inventory of the 
Indiana Steel Products Company. 
The new heads will have the same 
physical appearance as the Indiana 
Steel Model TD-704, but Dr. Klein 
said the new production techniques 
afford uniformity 
broader frequency ranges as well as 


greater and 
increased head life. 

track 
.200 inches wide, but the new Stan- 
cil-Hoffman product, with a 1,000 
turn coil, has a gap width of ap- 


Standard heads record a 


proximately .0005 inches. Special 
heads are available for either re- 
cording only or reproducing only. 
* * * 

The Admatic Corporation Succeeds 
Chicago Equipment Manufacturer 
* Tue Apmatic Corporation has 
succeeded the Admatic 
Company. initiated and owned by 
M. M. Mummert, as manufacturers 
and distributors of the “Admatic.” 
The principal financial backers are 
John Hobart and Cyrus L. MeKin- 
non of Chicago. 

Sales of the self-contained unit 


Projector 


which flashes 35mm slides on a 16 
by 23-inch 


supervision of R. M. Ryan, vice- 


screen are under the 
president and sales manager. Gen- 
eral offices and display rooms are 
located at 70 West Hubbard Street, 
Chicago. 
* 7. * 

Reeves Soundcraft Appoints Neely 
as Southwestern Representative 
° FRANK B. Rocers. Jr... vice presi- 
dent of REEVES SOUNDCRAFT Cor- 
PORATION, announced the appoint- 
ment of Neely Enterprises, Inc., as 
manufacturer's representatives to 
industry. 

States covered by Neely and its 
branch offices will include Cali- 


fornia. Nevada. Arizona and N. M. 


the electronic 
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No sponsor can afford to miss in the conception or execution of 
a film. Our top quality creative and production personnel can help 
the film sponsor hit the mark in either live-action or animation. 


ohm Cthiorland _- Sa Sibés 
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i... demand for fast, dependable, quality 


motion picture film processing is rapidly in- 
creasing in every community throughout the 
country, presenting an excellent opportunity 
for wide-awake film producers and local labora- 
tories. The Houston-Fearless Model 22 Devel- 
oper shown above makes it possible to provide 
this profitable service in your area with only a 
moderate investment. 

This portable machine develops 16mm black 
and white, negative, positive or reversal films. 


the 
HOUSTON 


FEARLESS 
Co oration 


- ++ HOUSTON-FEARLESS 
PROCESSING EQUIPMENT 
PAYS OFF HANDSOMELY 


It is self-contained, entirely automatic and easy 
to operate. Complete refrigeration, re-circulat- 
ing systems, air compressor and positive tem- 
perature controls. Operates in daylight, han- 
dling the entire job from camera to screen. 

Model 22 is the same high Houston-Fearless 
quality that has been standard of the motion 
picture industry in Hollywood and throughout 
the world for 20 years. Other 16mm and 35mm 
Houston-Fearless black and white and color 
equipment toserve your particular requirements. 


Write for information on specially-built 
equipment for your specific needs. 
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BUSINESS FILM REFERENCE AND 


* Write today for complete details on the Film Guide 


Library 
available to subscribers, 


I ilm Bookshelf 


| hese econome al 


and the Business Services 


reference 


RESEARCH LIBRARY AT YOUR SERVICE 
bal! rvices have now been improved to meet your needs. 
Address: Film Guide Library, Business Screen, 7064 
Sheridan Road, Chicago 26. Write today—don’t delay! 
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Du Mont Executive Sees Trend 
To Multi-Television Set Homes 
* Definite signs of a trend to two 
and three television receivers in 
homes have been reported by Dan 
D. HaLpin, general sales manager 
of the receiver division, ALLEN B. 
DuMont LaBoraTorIes, INC. 

Of an estimated 22 million sets, 
2 to 3 million already are second 
sets in the homes, Haplin said. He 
gave television’s popularity with 
children and the present wide va- 
riety of programming as reasons. 

Halpin predicted that the num- 
ber of multi-television set homes 
will continue to increase following 
a pattern similar to the increase in 
radios in homes 20 years ago. It 
was in the 1930's, he said, that 
families began buying radios for 
rooms the living room. 
Only about two percent of the fam- 
ilies now buying new television re- 
ceivers are turning in their old sets. 
The old receiver goes to the chil- 
dren. a recreation room, or maybe 


besides 


a bedroom. 

Halpin said that the trend at 
present prevails in the middle in- 
come brackets. 

+. ae . 

Kodak Executive Is Photographer 
For South Pacific Expedition 
@ WaLTeR CHAPPELLE, on leave of 
absence as an EASTMAN KopbaK 
CoMPANY executive, will shoot 7,000 
photographs and 11,000 feet of 16- 
mm Kodachrome film during a 
three-month expedition in the South 
Pacific which began in March. He is 
a photographer for the South Amer- 
ican Scientific Expedition of Yale 
University. 

The expedition seeks information 
about the Humbolt Current, a cold 
stream that stems from the Antarctic 
and flows along the South American 
coast as far as Ecuador. The scien- 
tists, in a fleet of four boats, will 
study characteristics of the current 
and will check migration and life 
habits of fish. Humboldt 
have a reputation as one of the 
world’s most productive areas for 
big game fish. 

* 


waters 


* % 


Reeves Acquires New Plant 

* Hazarp B. Reeves, president of 
REEVES SOUNDCRAFT CORPORATION. 
New York, has announced that the 
magnetic products division of this 
corporation has acquired a new 
plant in Springdale, Connecticut 
which will enable them to increase 
their production facilities. 

Mr. Reeves stated that the pur- 
chase of the new plant was a direct 
result of the wide consumer accep- 
tance and expanded market for 
Reeves magnetic recording tape and 
film now in wide demand. 
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It's getting 
to be 
a habit! 


We were naturally a bit puffed up when the first 
film we ever produced,* back in 1948, won a top 
Award at the Cleveland Film Festival. 


* “HIGH-WAY TO HAWAIN”’ for United Air Lines 


Since then, awards have been coming with increas- 
ing frequency, until in 1952, Cate & McGlone films 
were honored at nearly every important film com- 
petition in the United States and Europe. Here’s 


the list... 


NATIONAL COMMITTEE ON 
FILMS FOR SAFETY 


“Day in Court” 
(International Harvester 
Company) 

BOSTON FILM FESTIVAL 


“United 6534” 
(United Air Lines) 


“Day in Court” 





EDINBURGH FILM FESTIVAL 
“United 6534” 


VENICE FILM FESTIVAL 
“United 6534” 


PORTLAND FILM FESTIVAL 
“United 6534” 


TOLEDO BUSINESS FILM 
FESTIVAL 


“Day in Court”’ 


And now the latest! by the National Visual Pres- 
entation Association and the Sales Executives Club 
of New York, for the best sales presentation on 


film in 1952... 


“KING of the COWBOYS” 
(Roy Rogers Enterprises) 


Maybe we can help you produce 


an award-winning film in 1953 


CATE & MCGLONE 





Films for Industry 


1521 CROSS ROADS OF THE WORLD 





HOLLYWOOD 28, CALIFORNIA 


NAVA Sends Exhibitor Invitations 
For 1953 Chicago Trade Show 
* The first invitations to exhibit 
in the 1953 National Audio-Visual 
Association Trade Show’ were 
mailed in late March. The show 
will be held at the Hotel Sherman. 
Chicago, opening on August | and 
extending through August 5. 
According to Don White, asso- 
ciation executive vice president, 
“indications point to an expanded 
attendance of 2,500 key people in 
the audio-visual market.” Increased 
exhibit space, all air conditioned, 
will be available this year at a 
slightly higher rental. The increase, 
White said. is due to higher labor 
costs at the hotel. 


* aa *” 


Management Training A-V Aids 

Listed in New Film Bibliography 

* A research study of educational 
films, film strips, and recordings for 
use in management development 
programs has been completed for 
the second Utility Management 
Workshop. The Workshop, for ex- 
ecutives of electric, gas, telephone 
and water utilities, will be con- 
ducted by Columbia University, De- 
partment of Industrial Engineering. 
May 18-29, 1953. to study the char- 
acteristics required in executive 
jobs and how these characteristics 
can be discovered and developed. 

Copies of the Annotated Bibliog- 
raphy of Audio-Visual Aids for 
Vanagement Development Pro- 
grams will be distributed to the 
utility executives attending the 
workshop and are also being offered 
for sale to the public by Research 
Service, 353 West 57 St., New York 
19, N. Y., at $2.50 a copy. 

Professor Robert Teviot Living- 
ston of the Department of Industrial 
Engineering, workshop director, 
said that an extensive review had 
been made of l6mm motion pic- 
tures, filmstrips, and tape record- 
ings to select those which had spe- 
cifie value for executive training 
and management development pro- 
grams. The bibliography contains 
data and comments on 109 different 
items and is subdivided into the fol- 
lowing sections: Management De- 
velopment Programs, The Executive 
and His Job, Selection and Place- 
ment, Executive Training, Industrial 
Engineering and Management, Su- 
pervision and Leadership, Human 
Relations, Public Relations, and So- 
cial Problems. 

In addition to providing copies 
of the study to the executives attend- 
ing the Workshop, a collection of 
the audio-visual aids is being as- 
sembled and will be available to the 
workshop members for viewing and 
evaluation at Arden House, where 


the Workshop will be held. The 


utility executives will also be pro- 
vided with work kits of other re- 
search materials and selected publi- 
cations. will have a reference library 
collection at their disposal, and will 
be assisted in their studies by the 
Columbia University staff. 


Case History of a Cable 

Sponsor: Phelps Dodge Corpora- 
tion. 

Title: Cable Crossing, 25 min.. 
color, produced by Science Pic- 
tures. Inc. 

* To provide a new reservoir of 
electric power for Staten Island, the 
Consolidated Edison Corp., last year, 
had a cable constructed which 
reached across New York Bay and 
joined the company’s power station 
on the island to another in Brook- 
lyn. 

This unprecedented engineering 
feat has been recorded in this new 
film, sponsored by Phelps Dodge, 
which supplied the compression 
cable that made the job possible. 

Con Ed’s cable crossing consists 
of a continuous pipe buried 25 feet 
deep in the mud on the bottom of 
the mile-wide Narrows that separate 
Brooklyn from Staten Island. At its 
deepest point, the cable, in its 25 
foot trench, is 105 feet from the 
surface. 

The film shows how the trench 
was dug and the coated steel pipe 
hauled across from Staten Island to 
Brooklyn while up the river in 
Yonkers Phelps Dodge constructed 
the fully-insulated copper power 
cable. 

Cable Crossing uses on-the-spot 
photography taken during the big 
job, as well as technical animation 
to show a cross section of the Bay 
with the pipe being laid. It will be 
made available to technical schools, 
engineers and other interested par- 
ties by Phelps Dodge district offices. 





EXPERIENCED 
MOTION PICTURE 
SALESMAN 


Wanted immediately 
by well established 
Southern Ohio motion 
picture producer. 


State experience and 
salary. 


Write Box 53-2A 


BUSINESS SCREEN 


7064 Sheridan Road, Chicago 26, IIL. 
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[te | pPtivation kay Sound can suggest, can create imagery, can captivate. 
As Robert Browning described the Pied Piper's rat-tempting 
Sapas weed shrill notes, it can suggest “scraping tripe, and putting apples, 
wondrous ripe, into a cider press’s gripe.’’ Or sound can 
suggest the “joyous land” which lured the children from Hamelin 


. Town; the land where “honey-bees had lost their stings, and 


horses were born with eagles’ wings.” 


Yes, imagery-by-sound can captivate. And, when imaginative 
aural imagery is coupled with the imaginative visual, your 


film-message pierces deep into the mind and emotions. 


Here, at Unifilms, the uses of the psychology of sound 
are fundamental . . . and the imaginative application of sound 


is as basic as imaginative scripting and direction. 


You are cordially invited to hear—as well as to see—a 
7 cross-section of Unifilms’ work . . . and hear about 


the economies in production effected by Unifilms. 


Why not make a date by telephone. . . now. 


UNIFILMS, INC. 


NOT JUST MOTION PICTURES, BUT MOVING PICTURES 


~~ 
7 ah Ae, 
146 EAST 47TH STREET ar a) 225 SOUTH 15TH STREET 


7 — 
NEW YORK 17.N.Y. (4 4 4 PHILADELPHIA 2. PA. 
ss ad 






MURRAY Hict 8-9325 KINGSLEY 5-8013 














NUMBER 2 ¢ VOLUME 





14 © 1953 23 








In 1907 ... (long before Valentino), 
Hollywood Film started in business! 





The Original 16mm Film Lab 
still leads the rest! 





Serving Major Producers 
for over 45 years! 


We’re proud of the many 
outstanding producers we 
serve, both old and new, big 
and small. Here, at Holly- 
wood Film, you get the finest 
production facilities, plus a 
“know-how” that assures 
you highest quality prints at 
reasonable prices. 


“Day in Court,” produced by Cate & 
McGione for International Harvester 
Company. Processed by Hollywood 
Film Enterprises, Inc. 


COMPLETE 


16mm Lab Service 


Negative Developing 
Reversal Processing 
Reduction Printing 
Contact Printing 
Kodachrome Reproductions 
Free Editing Rooms 
Release Prints in Color 
or Black-and-White 
Free Projection Service 
* Free Storage Voults 
* Shipping and Receiving 
Service 


“Prevention & Control of Distortion 
in Arc Welding,” produced by 
Walt Disney Prod. for Lincoln Elec- 
tric. Co. Processed by Hollywood 





6060 SUNSET BLVD. 
HOLLYWOOD 28, CALIFORNIA 


"Oldest and most experienced 
16mm film laboratory” 

















e FIELD REPORT ON FILM PROGRESS OVERSEAS e 


French Industry on the Screen 


by Tom Hope 


¥ hea USE OF AUDIO-VISUAL AIDS in 
France is growing. There is a 
certain amount of glamorous appeal 
attached to the motion picture in 
training as well as to many of the 
other audio and visual media now 
being used in the United States. The 
sponsored film is not as common 
in France and other parts of Europe 
as in the U.S. Such producers as 
Sundial in Paris are turning out ex- 
cellent films for sponsors. If high 
quality is maintained, the sponsored 
film can make a great contribution 
in education—both in schools and 
for adult groups. 

Sponsored films in sales promo- 
tion and advertising are also mov- 
ing ahead. Merlin & Gerin in Gren- 
oble are making good use of films 
in sales work. Shell Francaise, the 
coal mining interests, Renault auto- 
mobiles, Electro-Mecanique in Lyon, 
Telemecanique in Paris, Air France, 
Textiles Artificiels, just to name a 
few, are using films extensively in 
employee training, sales work and 
public relations. 


Tariff Bars on Equipment 

Generally speaking American- 
made equipment is not used to a 
great extent in Europe because of 
the high tariff rates imposed on for- 
eign equipment imported into such 
nations as France. That country 
alone has a number of well-known 
projector manufacturers. Most of 
the projectors now in use in France 
are two-case large size models. An 
Italian manufacturer has come out 
with the only single-case light- 
weight model we saw in Europe ex- 
cept for the few American ones 
which had filtered in. The Italian 
machine is the smallest single-case 
unit we have ever seen and per- 
forms quite well. 

The Ministry of Education Audio- 
Visual Center in Paris estimates 
that there are approximately 6900 
motion picture projectors in the 
French This 


amounts to an average of one pro- 


school systems. 
jector for each two high schools in 
the country. There are 73,000 ele- 
mentary schools. The Ministry of 
Agriculture Cinemagraphic Depart- 
ment estimates that there are some 
500 projectors in rural communities 

used in farm organizations head- 
quartered in a growing institution 
in France-—the community farm 
center. This center can best be de- 
scribed as the headquarters for 
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what is something like our county 
extension service. 

In January a survey was to be 
started in industry to determine to 
the number of projectors in use and 
the extent of their training pro- 
grams. The FSNIC, a French pro- 
fessional engineering society which 
has put out the best film informa- 
tion handbook to date in France, 
claims that there are 500 projec- 
tors available to industry. (It must 
be noted there that some of these 
projectors might be and likely are 
included in the educational figures 
because there is a certain amount 
of borrowing of equipment back 
and forth between schools, rural 
groups and industry.) 


Projectors in Plants 

I personally visited about fifteen 
of France’s leading companies. In 
those fifteen we found a total of 
eighty-seven projectors or an aver- 
age of about six machines per com- 
pany. Actually six firms had only 
one projector while five had more 
than ten, eighteen being the greatest 
number in any one company. All 
of these firms used the machines ex- 
clusively for training purposes with 
the exception of one company who 
had fourteen projectors which were 
continuous projectors looking very 
much like a television set. These 
projectors are used for a dual pur- 
pose—training and also sales and 
advertising. 

In AFAP (the French productiv- 
ity center where I worked) we had 
105 Hortson projectors which had 
been purchased with Marshall Plan 
money and rented to the French 
government. The AFAP Audio- 
Visual Service (which was my 
prime responsibility) in turn rents 
the machines to companies not own- 
ing their own. The Hortson is a 
two-case job of very high quality. 
It operates similarly to our Ameri- 
can machines with one exception. 
There is a special button which is 
used in threading. By merely push- 
ing it runs the projector forward 
to check threading as long as you 
hold the button in. 


Europe’s Filmstrip Machines 

Filmstrip projectors are radically 
different from ours. They are very 
small units about the size of a cigar 
box. In England they use double- 
frame almost exclusively. France on 
(CONTINUED ON PAGE 26) 
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BALK THE SIRD, 
TRIM YOUR DIGITER... 


and that’s all there is to it! 


DULL PICTURES are visual double-talk. Like verbal double-talk, 
they confuse and annoy. But sharp, clear pictures, with or without 
words, are the most compelling medium of all. 


FOR 16 MM AUDIENCES of 100 or more people, there’s only one 
way you can project sharp, clear pictures. That’s with carbon-arc 
lighting . . . 4 times brighter, 4 cheaper to operate than the next 
best source. And “National” carbon arcs are simple to operate; 
safe, silent, steady burning. 


IF YOU USE or intend to use auditorium projection of 16 mm films 
for training, business, education or amusement, don’t overlook this 
simple and economical way to add new vitality, color brilliance 
and realistic detail to your showings. 












‘NATIONAL” CARBON ARC 





n—-THE * 









FOR 16 MM AUDITORIUM PROJECTIO 





The term National” is a registered trade-mark 
of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation 
30 East 42nd Street, New York 17, N.Y. 
District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
IN CANADA: National Carbon Limited, Montreal, Toronto, Winnipeg 
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How Vogue Wright films 
are used in training. 


To teach commercial 


vehicle drivers safe driving practices. 


The National Association 


of Automotive Mutual Insurance Companies. 


Ten highway safety films covering 


major causes of accidents and how to prevent them. 


Talk over your particular problem with a Vogue Wright representative 


Wijue Waighte 


CHICAGO: 469 EAST OHIO STREET * MOHAWK 4-5600 
HOLLYWOOD: 1041 NORTH FORMOSA AVENUE © GRANITE 5111 
NEW YORK: 225 FOURTH AVENUE © ALGONQUIN 4-3400 


Report on Europe: 


(CONTINUED FROM PAGE 24) 


the other hand is leaning toward 
single-frame although both are 
used. The projectors do not click in 
position from one frame to another. 
In other words when turning the 
film ahead it rolls smoothly and the 
operator visually must stop on the 
proper frame line. As a result, the 
film movement from one frame to 
the next is slow and deliberate. It 
is next to impossible to use this type 
of projector with a recording, ie., 
in sound filmstrips or sound slides. 
Likewise, the little projectors are 
not duo-type taking 2x 2 slides as 
well as filmstrips. Because of their 
simplicity, however, they cost only 
$25.00, roughly speaking. 
Filmstrips in Wide Use 

Almost every elementary school 
in France (59,000 out of 73,000) 
has at least one filmstrip projector, 
and 900 high schools have 1000 
projectors. Filmstrips are the prin- 
cipal audio-visual aid used in the 
lower grades. Industry uses them 
very little. The sound filmstrip or 
sound slide projector as we know 
it is unknown in France. When a 
number of French industrial lead- 
ers saw an American sound slide 
projector at a special demonstration 
which we held just before leaving 
France, they were wild about it. Up 
to this time the Mutual Security 
Agency has been steering clear of 
them because no equipment was 
available. Our session, however, 
showed that there was a great deal 
of interest in their use. 

Lantern slides, overhead trans- 
parency projectors, opaque projec- 
tors and wire recorders are catching 
on fast. The magnetic tape recorder 
is beginning to find a market. One 
magnetic projector (French make) 
is supposed to come onto the mar- 
ket in a few months. They are very 
interested in the Bell & Howell ma- 
chine which they have seen at the 
MSA Media 
Minnesota Mining & Manufacturing 
opened a Paris branch this last fall 
which will stimulate the use of mag- 


Technical Section. 


netic film and tape. 

Vu-Graph Favored in France 

The Beseler Vu-Graph is the most 
used overhead transparency projec- 
tor in industry and it is destined for 
a good future. The French have a 
smaller, simpler and much cheaper 
model which is used a little, but it 
lacks many features of the Ameri- 
can machine. Because of tariffs the 
Vu-Graph sells for about double the 
price in the States. The dealers in 
Paris hopes to start manufacturing 


their own Vu-Graphs in Paris using 
the American patents. 

Color film is used very little. The 
cost is about the same as in this 
country but the photographic and 
sound quality is inferior to our 
color. Commercial Kodachrome is 
not available at all There is a great 
deal of interest in color, and un- 
doubtedly it will soon be used when 
the processing is improved. Tech- 
nicolor is used some, but because of 
high costs and slow delivery of 
prints, it has only limited use. I 
did not see any Agfa color in 16- 
mm. There are some films in 35- 
mm Agfa which were marvelous. 
(They came mainly from behind the 
Iron Curtain 
slovakia. ) 


Russia and Czecho- 


Beaded Screens Predominate 
Glass-beaded screens are used 
predominately in Europe. There are 
a number of manufacturers in 
Europe plus some importation of 
American makes. A deal of interest 
was evidenced in the aluminum 
coated plastic screen which can be 
used in a room only partially dark- 
ened. As yet there were no models 
of the Radiant “classroom” screen 
in France. 

Industry-wide, Austria is consid- 
ered to be making the greatest 
strides with films. Denmark and 
Holland are effectively using film- 
strips. Germany is making great 
progress in film usage. Greece, Italy 
and Turkey have a long way to go. 

Educational, industrial and agri- 
cultural leaders are extremely inter- 
ested in films and other audio-visual 
aids. The Ministry of Education is 
now building a new Audio-Visual 
Center at St. Cloud on the outskirts 
of Paris. For industry, A.F.A.P.. 
the French Productivity Center, has 
just opened a new Audio-Visual 
Aids Center in Paris. 

The audio-visual manufacturers 
are coming up with new and inter- 
esting equipment and ideas. With 
our closer ties to Europe being de- 
veloped into a “two way street” the 
whole field of audio-visual educa- 
tion should benefit in the free 


world. Ie 


Ep: The author is head of film activities 
at General Mills and served last year as 
1udio-visual consultant to the French 
Government, headquartered in Paris. 
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SALES MANAGERS 


ARE LookiInG For YOU ! 


Today, 20,000 sales managers are look- 
ing for better ways to strengthen and 
train their far-flung sales forces and 
dealers. 


Many of these sales managers may not 
know it yet, but they’re looking for you 
—a sound slidefilm producer. Because 
they may not know that the best way to 
train a spread-out sales force is with a 
sound slidefilm. The potential is there. 
And the time was never better to turn 
that potential into profit! 


Here’s how you do it. Choose com- 
panies that depend upon salesmen for 
volume. Get in to see the sales manager. 


(9) 





“WIS MASTER'S VOICE” 
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Tell him your story—show him how he 
can use sound slidefilm to do an effec- 
tive, economical job of training his 
salesmen and his dealers. 


Naturally, for the audio part of your 
slidefilm, you'll want to specify RCA 
Victor slidefilm recordings. You know 
from your own experience that RCA 
Victor delivers the clearest, crispest 
sound attainable in slidefilm recordings. 
Use this point when you talk to your 
prospect; it can help you close the sale. 
Remember—the market for sound slide- 
film has never been better. Be sure you 
get your share! 


For full details on slidefilm recordings, contact office nearest you 


NEW YORK 

630 Fifth Ave. 
Dept. E-30 

New York 20, N.Y. 
JUpson 2-501 1 


how to get more display space 
how to develop local promotions 


Sales Managers need Sound Slidefilms 
for telling Salesmen and Dealers: 


how to use selling time more efficiently 

how a new product was developed 

how to localize national merchandising campaigns 
how product quality is controlled 


and much more! 


CHICAGO 

445 N. Lake Shore Dr 
Dept. F-30 

Chicago 11, Ill 
WHITEHALL 4-3215 


;)) Custom Record Sales 


RADIO CORPORATION OF AMERICA 


RCA VICTOR DIVISION 


eevee ereeeoeeeeeeeeen eee eee eeeneeeeneereeneenenee 


HOLLYWOOD 


1016 N. Sycamore Ave 


Dept. F-30 
Hollywood 38, Calif 
HIvusipe 5171 









Sound Slidefilm 
thas comedy age! 


¥% The increasing success of the automatic low frequency 
system is making sound slidefilm one of the fastest grow- 
ing media for sales training, technical training, safety, and 
selling. 


LOW FREQUENCY ‘'30/50’’ AUTOMATIC 


The low frequency “30/50” technique of automatic 
sound slidefilm has become the accepted system in a 


large number of major industries and organizations. 


OVER 1,000,000 ‘'30/50”’ SLIDEFILMS 


Producers and their clients have distributed more than 
one million copies of automatic “30/50” slidefilms on 
a wide variety of subjects. 


OVER 20,000 ‘'30/50’’ PROJECTORS 


A simple demonstration will show why there are more 
than 20,000 automatic sound slidefilm projectors in 
use, 


WRITE OR MAIL COUPON TODAY! 


The New... 
DuKane 
Sound Slidefilm Projector 


DUKANE CORPORATION, Dept. 8523, St. Chorles, Illinois 
Please send me further information on DUKANE Sound Slidefilm 
Projectors 
| would like a demonstration 


Name 
Position 


Address 


Cit Zone State ‘ 
THE WORLD'S LARGEST PRODUCER OF SOUND SLIDEFILM PROJECTORS! 


Production Lines 


Firms Urge Retention of CMP 


* Retention of the Controlled Ma- 
terials Plan in its present form was 
strongly urged last month by the 
Sound Recorder Manufacturers In- 
dustry Advisory Committee meet- 
ing with the National Production 
Authority, Department of 
merce. Committeemen made the rec- 
ommendation after revealing that 
copper and aluminum supplies con- 


Com- 


tinue tight in the face of increasing 
military needs and a strengthening 
consumer and commercial demand 
for tape, wire and dise recorders. 

The industry representatives also 
pointed to difficulties in procure- 
ment of such components as motors. 
ruggedized tubes and special-type 
transformers 
nickel alloys. 


containing scarce 
Committee members said the in- 


dustry continues to be seriously 


threatened by shortages of engi- 
neer and tool and die makers. They 
estimated the current nation-wide 
shortage of engineers, placed at 50, 
000 is pyramiding each year, with 
only 15 to 18,000 graduates a year 
from engineering colleges. Shortage 
of skilled tool makers is attribut- 
able largely to a diminishing ap- 
prenticeship program, members 
said. 

makers 


Tape-recorder reported 


substantial increase in consumer 
demand for combination radio-tape 
recorders that the industry may not 


be able to meet. 


Kodak Sonotrack Coating Available 
for Double-Perforated 16mm Film 
* The magnetic sound track coat- 
ing service offered by the EASTMAN 
Kopak COMPANY now _ includes 
service on double-perforated 16mm 
film, available through Kodak 
dealers. 

“Sonotrack Coating” is applied 
to the base side of double-per- 
forated film in the same position 
sound tracks appear on single-per- 
porated film. The charge, for either 
type of film, is $.025 per foot with 
a $10.00 minimum for each order. 
Any repair work required to put 
films in condition for coating is 
charged on a time basis. 

Dealers can order “Sonotrack 
Coating” when they return their 
customers’ 16mm Cine-Kodak film 
for processing. 


Sound Transfer Facilities Offered 
by Maurer and Precision Labs 

* The transfer of sound recording 
in almost any form to and from any 
recording medium is a new service 
offered by Precision Fitm LaBora- 


ronies, 21 W. 46th Street, New 
York. 

The technique was developed in 
conjunction with J. A. MAuReR, 
INc., manufacturers of professional 
16mm sound motion picture equip- 
ment. 

Precision said its re-recording 
service features top quality transfer 
of sound from practically any type 
of magnetic or dise recording to 16 
or 35mm film optical track, and 
will provide producers with greater 
flexibility in the use of magnetic 
and film sound tracks in combina- 
tion. 


Forecasts Closed Circuit TV 

Use Greater Than Home Field 

* The use of closed circuit televi- 
sion by American business and in- 
dustry can _ easily more 
widespread and important in the 
future than television in the home, 
a video forecast last 


become 


executive 
month. 

Speaking before the Texas So- 
ciety of Professional Engineers, 
Herbert E. Taylor, Jr., manager of 
the television transmitter division. 
Allen B. DuMont Laboratories, Inc.. 
told the group that while use of 
industrial television today is only a 
small fraction of the over-all tele- 
casting operation, its use is already 
spread over a sufficiently varied 
field to give a good indication of 
the all-inclusive role it will play 
in America’s future. 

“Closed circuit television looms 
as a business, scientific and indus- 
trial tool whose potential is limited 
only by the imagination and fore- 
sight of those who use it,” the Du 
Mont executive declared. 

Taylor pointed out the advances 
made possible by television in the 
field of medicine as well as outlin- 
ing the extensive uses to which 
closed circuit video has been put in 
the field of general education. 

“Television offers a golden op- 
portunity to education generally 
and to the state of Texas specifically, 
with 18 channels allocated by the 
F.C.C, here to achieve greater edu- 
cational progress than has been af- 
forded up to now.” 

Taylor told the audience that the 
present uses of television in the na- 
tional defense blueprint were tre- 
mendous but was prevented from 
elaborating because of security 
regulations. 

“It would probably stagger the 
imagination of the average citizen 
if the military establishment could 
lift the security curtain and reveal 
the many advanced uses to which 
the industrial type of television is 
being used today by our armed 


forces.” he said. 
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CONSOLIDATED FILM INDUSTRIES 


NEW 16mm LAB 


Consolidated is proud to make available to 


users of l6mm film its new 16mm laboratory. 


This is the first large, fully-equipped, 
professional laboratory ever built for the 
processing of 16mm film exclusively. It 
incorporates every advanced facility for 
attaining the finest possible quality in 


16mm black & white and color. 


In Every Field, One Name Stands Out. 


In Film Laboratories. Its... C F ‘ 


CONSOLIDATED FILM INDUSTRIES 


959 Seward Street 
Hollywood 38, phone: HOllywood 9-1441 
California 


A DIVISION OF REPUBLIC PICTURES CORP. 
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NOTE: “Cine-Voice” Camera is being 
operated from 6 volt ‘Jeep’ battery, 
using Auricon PS-14 Power Convertor 


AURICON Cive-Vhice" Stunt Qo Fil 
61am Comer9..Stoun a. ting Paelures 
tor release on Television / 


The parents of American GI's overseas are today visiting with their sons 
through the medium of “Talking-Pictures” shown on Television. The men 
are interviewed and filmed by the major News Services and Broadcasting 
Networks operating from military outposts all over the world. Auricon 
Equipment is providing high-fidelity, trouble-free operation under the most 
rigorous conditions of climate and travel. At home or overseas, Auricon 
Cameras are proving over and over again, that they can “take it!” 


Auricon 16 mm Sound-On-Film Cameras are ideal working tools for the 
production of Television Newsreels, Film Commercials, Dramatic Inserts 
and local Candid-Camera programming. Write for complete Auricon Catalog. 


AURICON CINE-VOICE 16mm CAMERA... 


$695.00 (and up), with a 30-day money-back guarantee. 
You must be satisfied. Write today for free illustrated 


i F 6 
—— = BERNDT-BACH, INC. 


7387 BEVERLY BLVD., LOS ANGELES 36, CALIF. 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 
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8 TAPE RECORDING 
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REVERE TAPE RECORDER—Takes dictation, records important meetings, 


speeches, inventory, production details! Reviews important points for sales or 


employee training. Permits sales staff to practice and improve sales technique. 


Doubles as an entertainer at company social affairs. 


Model T-700— Brings you performance and high 
fidelity heretofore obtainable only in costly pro- 
fessional broadcast equipment. Exclusive index 
counter permits instant location of any part of 
recorded reel. Automatic “keyboard” controls. 
Full two hours play on each 7-inch reel of eras- 
able, re-usable tape. Complete with microphone, 
radio attachment cord, 2 reels (one with tape) 
GHG CUA GBs occ cceccorwerse $225.00 


a MOVIE PROJECTION 


TR-800— Some as above with built-in 
CDs cos cctenteerecvesnesctarnens $277.50 
Special Studio Models—Speed 7.50 


T-10— Complete with microphone, radio attach- 


ment cord, 2 reels (one with tape) and carrying 


Gis adibenda nes bcd acses este orus $235.00 
TR-20—Same as above with built-in 
Pas e bao ds 2 dn Cnnedws ens 40m $287.50 


REVERE “16"" SOUND PROJECTOR—Projects your sales story at its best! 


Brilliant, clear, natural picture and true “theater’’ tone. Lightweight and exceptionally 


compact—for easy portability from company to company. So easy to thread 


and operate—your beginning salesman will use it like an expert! 


750-watt lamp brilliance; fast 2-inch F 1.6 coated lens. Complete with speaker- 


carrying case and cord, take-up reel, 1600’ reel extension arm, instructions. 


a SOUND MOVIES 


$325.00 


REVERE SOUND-MOVIE SYNCHRO-TAPE— Increases the value of your 
old silent films—by adding sound. Use films again and again by changing the 


message to fit each new business situation. Make revisions quickly, easily. 


Revere Sound-Movie Synchro-Tape is especially designed to enable you to 


synchronize picture and sound perfectly. One 5” reel provides sound for 
800 feet of 8mm film or 1600 feet of 16mm film. Complete with 


Synchro-Reflector, directions. Per reel, 









RECORDING 
AND SOUND EQUIPMENT 


$7.85 


REVERE CAMERA COMPANY 
CHICAGO 


16, TLLINOTES 
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Atter your picture is shot, how many different places 


wil you go to complete production? 


.... By spreading it around, you not only slow down completion, but also divide responsibility 


a W a x K p x | Kk T IN COLOR, BLACK and White a . D { T { | G FACILITIES AND PERSONNEL 


REVERSAL FROM COLOR, REVERSAL FROM POSITIVE, 


POSITIVE FROM NEGATIVE R EC 0 R D | N G 
> AND DUBBING, MAGNETIC, OPTICAL 


cineca e MATCHING & SPLICING 
' A and B ROLL PREPARATION 
NARRATOR AND OTHER VOICE TALENTS = 


o T { T L a . INSERTS, ANIMATION 
PRI NTS IN COLOR OR BLACK AND WHITE HOT PRESS, HAND LETTERING, ART 
p R 0) ECT | 0 N INSPECTION AND MOUNTING @ 5 fal | Pp] Be G AND DISTRIBUTION SERVICE 
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Inquiries Invited . . . Cost Estimates Promptly Returned 
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| ae THE sponsored motion picture 
medium as in newspaper, maga- 
zine, or radio advertising, the pay- 
off is in people. Circulation of 
motion picture films has resisted 
sound measurement practices until 
the last decade and, understandably, 
since the medium has been in the 
process of rapid evolution since the 
advent of sound in the early °30’s 
and following the wartime lull in 
l6mm sound equipment sales. 


Channels of Circulation 


Sponsored motion pictures reach 
the American people through three 
primary channels of distribution: 

1. Films are distributed either di- 
rectly by sponsors or handled by 
commercial distributors to the or- 
ganized groups, institutions, 
churches, schools, industrial plants, 
etc. owning or having ready access 
to lomm sound projection equip- 
ment, now reliably estimated to ap- 
proach 500,000 operating units in 
the U.S. 

2. Films of a sufficient public in- 
terest quality are accepted for pro- 
gramming in the regular theatrical 
channels. The number of theatres 
accepting sponsored short subjects 
is in direct ratio to the interest qual- 
ity of the films offered. New York's 
famed Radio City Music Hall has 
played sponsored subjects; thou- 
sands of neighborhood theatres are 
regular “free” outlets. 

3. Sponsored films have been 
widely accepted by television  sta- 
tions for sustaining use, on the same 
basis as theatrical selection. Films 
acceptable to t.v. program directors 
must necessarily be of excellent pro- 
fessional quality, with a minimum 
of direct advertising, and a_ basic 
subject theme of real public interest. 
Networks have accepted and played 
top-flight material on this basis. 


Merchant-Sponsored Showings 


The non-theatrical channel is sub- 
ject to variations in outlet. For 
example, merchant-sponsored enter- 
tainment film showings in rural 
towns and resort areas (primarily 
during the summer season) have 
provided large audiences to spon- 
sors intrested in the adult, rural 
character of this distribution outlet. 
Convention and county fair show- 
ings, etc. may also account for large 
audiences via l6mm projection, 

The farm implement companies 
have pioneered most successfully in 
special “entertainments” for local 
dealer clientele, wherein large num- 
hers of farmers and their families 
attend film showings of new prod- 
ucts, enjoy light entertainment and 
afterwards meet in neighborly 
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fashion over coffee and doughnuts. 
Caterpillar, Deere and Harvester 
are among those companies follow- 
ing this friendly, effective practice. 

Huge audiences of employees and 
their families are often gathered in 
plant town assembly halls for pre- 
miere showings of company-spon- 
sored films: cooking schools featur- 
ing home economics films attract 
thousands of housewives through 
the years. 

All across the land, in this most 
“group-minded” of all countries, the 
l6mm sound projector is the pro- 
gram chairman’s best ally; the 
answer to the safety counsellor’s 
prayers; the salesman’s “open ses- 
ame” when he is equipped with 
good films which his prospects want 


to see. 
Ad Films Date Back to 93 


Such is the sponsored motion pic- 
ture, the “new” medium as old as 
the flickering shadows which danced 
the Highland Fling for Dewar’s 
Scotch on the wall of a Broadway 
building back in 1893 (the New 
York Police ordered the showings 
stopped because of snarled traflic, 
then as now); as “dated” as Inter- 
national Harvester’s Back to the Old 
Farm (vintage 1911) and as up-to- 
date as the Chrysler three-dimen- 
sional movies which drew record 
attendance at the New York World’s 
Fair a decade ago. (Now being 
emulated without any considerable 
technical improvement by the en- 
tertainment industry-at-large. ) 

Production and USE of sponsored 
films are inseparable but it must be 
remembered that a single showing 
of such a picture may accomplish 
the sponsor's entire objective. (One 
such showing did just that for a 
major automobile manufacturer who 
had to present a clear, understand- 
able review of a plant improvement 
project to the board of directors.) 


Sales, Not Totals, Count 


Small distribution figures are of 
little concern to the company want- 
ing to demonstrate the value of mod- 
ern sewage disposal systems to town 
fathers. The one showing that helps 
sell a half-million dollar lot of 
equipment is the one that counts. 

But if your product has wide- 
spread distribution or your com- 


pany’s problem is of concern to- 


1953 


large numbers of people, the audi- 
ences are there — national, regional 
or localized, if need be. And UL. 5. 
business is learning rapidly that you 
measure the true cost of good spon- 
sored films by the following: 
Larger Audiences Lower Cost 

1. The total cost of a film, includ- 
ing production, prints, distribution 
expense, is divisible by the total 
audience, Such experienced sponsors 
as the Aluminum Company of 
America, for example, have brought 
the cost per person reached for a 
typical 27-minute Technicolor mo- 
tion picture down to one and three- 
quarters cents each, reaching 35,- 
000,000 people. 

2. The better the film, in terms of 
concept and production quality, the 
longer its life and the greater the 
audience available to amortize it. 

3. Unwise economies in distribu- 
tion budget raise the cost of film 
programs, lower the medium’s value 


in the eyes of management. 


Most Complete of All Media 


These axioms are only part of the 
story. The sponsored motion picture 
is unique among media, for it is the 
most complete of all modern forms 
of idea communication. Once an 
audience has gathered for a film 
showing, the immeasurable power 
of sight-and-sound are combined to 
make the most complex facts under- 
standable; the screen is colorful and 
compelling, it has emotional qual- 
ities at its command. Its power to 
Lring about decisive action has been 


demonstrated again and again in 
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communitywide campaigns which 
films have stimulated; in dealer co- 
operation enlisted and in numerous 
instances of product sales stimu- 
lated. 

Printed advertising through news 
papers and magazines is simpler yet 
limited to the feu fleeting seconds of 
impression gained ; once the com 
plexities of production are over 
come, the film delivers for uninter 
rupted periods of ten, twenty to 
thirty minutes duration, 


Distribution Is a Big Story 


These pages of BUSINESS SCREEN’s 
current report on sponsored = film 
distribution progress were first in- 
tended to supplement the Third An- 
nual Production Review number re- 
cently published. It soon became 
epparent, as it always has been, that 
distribution was another and full 
half of the sponsored film story. 

A book on the subject, however, 
would hardly begin to do it justice 
and yet a book would be outdated 
before its binding was set. For dis- 
tribution is a continual and expand- 
ing process. For example: 

ach year, the number of L6mm 
sound motion picture projectors in 
use (and therefore available to 
sponsors for showings) is increas 
ing at about 40,000 units. These 
projectors are going to schools, 
churches, community organizations 
etc, as well as to industry itself. 


Example of Constant Growth 


In 1945, one commercial distrib 
utor (Modern Talking Picture Serv 
ice, Inc.) was handling 3,451 Lomm 
prints of all subjects then in cireu 
lation through its network of  re- 
gional film exchanges: in 1949, 
10,500 prints were in constant de 
mand; by 1953 there were nearly 
22,500 lomm sound prints serving 
the audiences arranged by this na 


tional distributor. The number of 
(CONTINUED ON THE NEXT PAGE) 








COMPARISON OF CHANNELS FOR FILM DISTRIBUTION 


NUMBER OF PEOPLE REACHED 
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Television and theatrical bookings reach sizeable totals quickly 
but 16mm showings reach larger selective audience on rising 
curve during years of useful performance. 
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bookings had increased from 10,538 
per month in 1945 to more than 
$7,000 per month in 1949 and in a 
recent month of 1953, Modern ful- 
filled 65,000 bookings for its spon- 
sored film clientele. 
TV Stations Increasing 

Television has become a new 
“plus” factor in sponsored film dis- 
tribution. Sustaining use of the bet- 
ter sponsored subjects has been 
widespread during the past year; as 
the number of stations increases 
1953, it will undoubtedly 
continue to expand the audiences 


during 


which ranged from | million to as 
much as 50 million for individual 
sponsors during the past year, One 
commercial distributor made 738 
bookings of sponsored films on a 
stations, 


sustaining basis to ty. 


reaching a total audience estimated 


by PULSE ratings to approximate 
153,713,000 persons, 

The “operating” story of distribu- 
tion begins to be told in the ensuing 
pages of the 1953 Distribution Sur- 


vey Report. Ld 


Commercial Distribution 
* Like the wire services and radio 
networks, the commercial distribu- 
tors of sponsored films are helping 
build 


comparatively in- 


establish and large, con- 
venient and 
expensive channels of distribution. 

Last year four principal com- 
panies in this field handled a total 
of 1,707,759 bookings in the l6mm 
field alone. They reached over 
160,000,000 people, plus additional 
millions via television and in 
theatres. Facts and figures on these 
individual distribution services are 
available to sponsors and = are 
worthy of considerable study and 


comparative internal cost analysis. 


DISTRIBUTION AMORTIZES PRODUCTION COST 
As audience totals increase, the cost-per-person reached 
has gone as low as | ac including all costs of the picture. 





Lt 


$75,000 
INITIAL COST 
































= 


14° 











BER OF PEOPLE 3.000.000 


PER 
PERSON 











Audience Data Helps the Sponsor 


Opinions of Users Give Valuable Advice on Films 


by William Oard, Modern Talking Picture Service 


66 F KNOW that two million peo- 
ple saw our film last year 
but I'd like to know what 

good we got out of it,” might run 

the plaint of today’s film sponsors. 

And indeed, such unanswered 

questions point up a weakness in- 

herent in many distribution pro- 
grams. While distribution concerns 
itself mainly with securing large 
audiences of the proper kind, it 
can also provide top manage- 
ment with the information required 
for intelligent evaluation of the 
program. Even an ‘l8e dollar’ rep- 
resents a cash expenditure from 
which 


should 


some analyzable return 


be expected. How many 
budding film programs go on the 
rocks because of a lack of really 


incisive data on audience influence? 


Evaluation Data Usable 


And so it becomes apparent that 
distribution is a  many-pronged 
task. Not only must the sponsored 
film be made easy and convenient 
for its public to secure, but the 
distribution system itself must be 
so devised that the data for evalua- 
tion is produced in a usable and 
accurate form. 


This data breaks down broadly 
into quantitative and qualitative 
units of information. The quantita- 
tive statistic would include a 
tabulation of number of audiences 
actual film 


viewer breakdowns by 


reached, number of 
showings, 
age level, sex, geographic area, 
etc. Such information lends itself 
to automatic tabulation methods, 
such as IBM equipment now in 
daily use at Modern’s headquar- 


ters in New York. 


How Do Audiences React? 


The qualitative dimension, how- 
ever, is a bit more involved since 
it deals with opinion which cannot 
easily be sorted into definite cate- 
gories. There are all shades of 
meaning from warm approbation 
running the gamut to complete 
disapproval. Producers and spon- 
sors owe it to themselves and to 
their future film p'ans to secure 
this complete statement of film 
user opinion. The results are some- 
times surprising but they are al- 
ways useful. A glance at represen- 
tative comments indicates that the 
only way to reflect their diversity 


adequately is to quote those com- 
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ments of other than a perfunctory 
nature. 

Occasionally the film that looks 
best to the producer and sponsor 
will draw a generally poor reac- 
tion; more frequently we are sur- 
prised by the enthusiastic com- 
ments received for an apparently 
pedestrian film. The point, of 
course, is simply that the ultimate 
audience is the final arbiter of suc- 
cess or failure, and it is to this 
willing jury that we must turn for 
the true qualitative measure of our 
filmes. Those of us who see large 
numbers of films easily acquire a 
fixed viewpoint so that the need for 
true user reaction is all the more 
stringent. 

Steps to Insure Success 

What can producers and spon- 
sors do to give their films the best 
chance of meeting with favorable 
audience reaction with a high de- 
gree of assurance? One step is cer- 
tainly the reevaluation of past pro- 
ductions against recorded user re- 
action, But it is questionable 
whether this, in itself, is sufficient. 
Would it not be possible to subject 
new scripts and film plans to some 
type of  pretesting? 
method as outlined here would be 
workable: 


Perhaps a 


1. Determine who will be the 
desired audience for a given film 
in the script planning stage. Ap- 
proach a sampling of the pro- 
jected audience with a suitably 
worded questionnaire, outlining 
the general subject matter to be 
covered, and asking for prefer- 
ences as to running time, points 
to be covered, ete. 

2. When a finished seript is 
ready, submit it to selected per- 
sons, representative of the poten- 
tial audience, for suggestions and 
comments. 

3. At the work print stage hold 
‘sneak previews’ for panels of au- 
diences to get specific reactions. 

How well would such a program 
work? It might be of considerable 
assistance at many stages in pro- 
duction and planning. But good 
films, like other products of imagi- 
native creation, cannot be made 
according to any foolproof, auto- 
matic formula. No matter hou 
carefully 
there is no substitute for creative 
skill. Not all films can be great, 
Lut for this reason the great ones 


surveys may be made, 


ure all the more appreciated when 
they come along. Va’ 
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1.) “Thread-easy” film path proves it 

again! Guests at a recent trade show 
helped prove the RCA “400” easiest to 
thread ...473 of them threaded this projector 


with these amazing results: Many actually 
threaded the machine in less than 7 seconds. 
Some threaded it in less than 20 seconds. 
Most threaded it in less than 30 seconds. 


2] Easy to rewind. Rewind a 10- 
minute show in 66 seconds. No 
need to shift belts, pulleys, or reels. Just 
insert film in upper reel, and flip rewind 
switch. It's easy. It's fast 
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3. asy to set up. Unpack the RCA 
“400” projector, and set it up in 
less than 2 minutes. Actual tests show 
this machine can be unpacked and set 
up, with film threaded and picture on 
screen, in one minute, 42 seconds 
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4. Easy to pack up. Afler a showing, 

- * pack up the RCA “400” projector 
in quick time. Slip reel arms and cord 
into place, close up the case, and carry 
it off, in less than three minutes, Cut 
wasted time 


ACTUAL TIME TESTS PROVE the “thread- 
easy” RCA “400” projector !s the world’s 
fastest threading projector. But they prove 
more than just speed. They prove you 
can’t beat the RCA “400” for downright 
easy operation. 


You can trust your RCA “400” 


No need to cross your fingers when you 
turn on your RCA “400.” You know 
you'll have a picture. And you get a clear, 
steady picture 


FREE BOOKLET—MAIL COUPON NOW 





VISUAL PRODUCTS 
RADIO CORPORATION of AMERICA 


ENGINEERING PROOUCTS DEPARTMENT. CAMDEN. WN. J. 


In Conoda: RCA VICTOR Company Limited, Montrect 
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~steadier than Society of 


Motion Picture and Television Engineers 
standards. 
Prove it yourself 


Make your own test on the RCA “400” 
projector. Check it side-by-side with other 
16mm projectors. Prove to yourself that 
it’s the easiest to thread, best in perform- 
ance. Quiet in operation. 

Ask your local RCA visual products 
dealer to give youa demonstration. Or mail 
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5. Easy to carry. (ase hangs straight 
down at your side, Won't thump 

against your leg as you walk. Comfort- 

designed handle and rounded corners 

of case help make it extra-easy to carry 

the RCA “400” projector, 


the coupon for complete, descriptive folder. 
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1 Visual Products, Dept. 25-0 

| Radio Corporation of America, Camden, N. J ) 
1 Please send me, without obligation, your new, 

| free booklet “RCA ‘400° Senior and Junior l6mm 

| Sound Film Projectors.” 

| Name ——Position— 

| Address en ——— 
| City —— State— 
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URING 1952, rough calculations by the 

Editors of Business ScREEN established 

that the weekly attendance by Americans 
in all walks of life, young and old, at sponsored 
film showings approximated 20 million people. 
This Distribution Report gives detailed factual 
reports of 73 large and small users of films last 
year and on the activities in 1952 of six repre- 
sentative commercial distributors of such films 
for industry. We have verified 7,300,000 of that 
weekly audience during 1952, not including sus- 
taining television and theatrical showings. 

This report covers a total of 2,106 individual 
titles now in current use; since it is reliably 
established that there are more than 5,000 spon- 
sored films in fairly widespread use in the U. 5S. 
today, the predicted 20 million weekly attendance 
is a modest estimate. Well over 1,500 new films 
were reported by 126 producing companies in 
the Third Annual Production Review of Business 
SCREEN, published February, 1953. 


Includes Companies and Trade Groups 


This highly-specialized and purposely limited 
sampling of sponsor distribution experience in- 
cluded such prominent companies as Aetna, 
Ford, General Motors, Caterpillar, Deere, Har- 
vester, Aluminum Company of America, United 
States Steel, Westinghouse, Swift, Squibb, Shell 
Oil, Socony-Vacuum, Sperry, Lumbermens Mu- 
tual, United, and American Airlines. 

Also included were such diverse trade groups 
as the National Association of Manufacturers, 
American Potash Institute, National Tuberculosis 
Association, Wine Advisory Board, Western Pine 
Association and the American and National 
Leagues of Professional Baseball Clubs. 

Less extensive film users such as the DoAll 
Company, Pacific Supply Corp., J. M. Hoober, 
Detroit Edison (local showings only), New Hol- 
land Machines Co., etc., were included to give a 
fair sampling of typical distribution activity. 
Many “one title” programs are reported and 
some programs reported as many as 50 titles in 
widespread, daily use, comprising thousands of 
prints in active circulation last year. 

U. S. and state government agencies and bu- 
reaus are included in this sampling, with par- 
ticular attention to such large activities as the 
Bureau of Mines in the Department of Interior 
and the Motion Picture Service of the U. S. De- 
partment of Agriculture. 

Reported Audience Totals 381 Million 

These 73 direct samplings from industry, trade 
groups, foundations and government agencies 
totaled 1,572 titles serving 214,808,960 persons 
last year, exclusive of television. In addition, six 
representative (and leading) commercial dis- 
tributors with a total of 534 titles in use delivered 
166,270,380 attendance. Among the commercial 
distributors reporting to Business SCREEN were 
Association Films, Ideal Pictures Corporation, 
The Farm Film Foundation, The Jam Handy 
Organization, Modern Talking Picture Service, 
Inc., and United World Films. Four of these 
companies reported their sponsored prints in use 
totaled 40,680 last year. 

Three key factors interested the Editors in re- 
viewing these reports. The first of these is the 
average attendance per showing. This figure 
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fluctuates wildly in the tabulations but the ex- 
perience of the more stable distributors clearly 
indicates that the national average is now slightly 
less than 100 persons at each showing. Programs 
aimed at assembly hall showings will increase 
the average: others targeted at specific groups 
of prospective buyers may accomplish their ob- 
jective with as few as 25 or 50 persons. 


Faster Print Movement Key Factor 


The second important factor is even more difli- 
cult to establish. This concerns the denominator 
of print movement per month. How many times 
per month can each print in the sponsor's library 
reach new audiences? Since this figure is easily 
diluted by inactive older films in the sponsor's 
library, the final column in the tabulated surveys 
on pages 38 and 39 is a rough comparative. 
But it is an important consideration and every 
sponsor should strive to increase this degree of 
activity which amortizes the film production and 
print cost investment. 


Anything less than 2 bookings per month per 
print is well under the desirable average: com- 
mercial distributors are working toward the goal 
of 4 bookings per month per print in their care. 
Decentralized libraries of films more closely re- 
lated to centers of population is one obvious 
answer to this rapid turnover of prints. Time 
lost in transit via express or parcel post for long 
distances wastes valuable showing opportunities. 


Audience Demand Must Be Satisfied 


Large sponsors of film programs are reporting 
tremendous audience demand in the first months 
of 1953. Unless the most efficient handling fa- 
cilities are maintained for quick turnover, these 
bookings must be post-dated many months in 
advance. When such companies must book too 
far in advance or turn down booking requests, 
company public relations may actually be un- 
favorably influenced by disappointed groups. 


The third factor of importance is the character 


of the 16mm audience. Sponsored films are the 





invited guests of these audience groups. They 
meet, on highly favorable ground, the receptive 
minds of their viewers. The audience has proven 
faithful in reporting its size and the degree of 
its interest in such films. Commercial distribu- 
tors such as Modern) further certify the size and 
nature of the l6mm audience by a highly useful 
form, the Advance Booking Notice. 

More and more adult groups are being reached 
to offset the early preponderance of school audi 
ences (formerly the largest group of owners of 
l6mm sound projection equipment). Out of 
10,071 audiences reached for a motor car manu 
facturer, for example, Modern was able to reach 
8,030 adult audiences including men’s groups, in- 
dustrial plants, churches, ete. 

Sustaining Television Use of Films 

Figures on sustaining television use of spon 
sored films were requested separately from these 
companies, where they were able to report any 
degree of activity. A dozen companies out of 
about 50 industrial sponsors had considerable 
success. Showing reports read like this: 

“75 stations used films, some stations several 
times.” 

“10 prints of one subject cleared for television 
were used 75 times with an estimated 10,000,000 
attendance.” 

“One picture shown 95 times for total audience 
of 3,380,801.” 

“19 titles with 20 to 30 prints available of each 
cleared subject brought estimated attendance of 
3,000,000,” 

“11 titles were shown 302 times to estimated 
50,000,000 attendance.” 

*}2 prints booked 47 times to estimated 1,000, 
OOO attendance.” 


“28 showings for 5,504,516 audience.” 


TV a Plus, Helps Amortize Costs 


Television attendance could be caleulated from 
such audience size ratings on stations as PULsi 
or the station’s own rate card estimates, based 
on time of showing. But television is a “plus” 
and not a basie permanent factor unless the 
sponsor buys a definite segment of local or net 
work time. Nevertheless it is a very desirable 
plus for national sponsors and it quickly helps to 
amortize cost of public interest films. Hf they 
are of a highly institutional character, they are 
more likely to get television bookings. 

Television's daily operating schedules often 
leave time gaps which program directors have 
been happy to fill with interesting, useful spon 
sored shorts. Here again, commercial distribu 


tors are performing an invaluable service for 
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BUSINESS SCREEN SURVEY OF 1952 FILM DISTRIBUTION ACTIVITY 
“4 
Total 


fudience 


PM Per 


No. of Shows 


or Book ings 


fver. 
{ttend. 


No. of 
Titles 


No. of 


Sponsoring Prints 


f{gency 





Agricultural Implement Co's: 
Company No. | 9,733,204 
1.800.000 


152,323 


Company No, 2 


Company No. 3 


Aireraft Manufacturers: 


Company No. | 79.395 


Company No, 2 14,758 


Appliance Manufacturer: 9,737,900 


Associations, Foundations, Ete. 


15,000,000 
227.603 
214,787 

31.776 
3.000 
141,783 
500.000 
281,100 
7.200 
17,827 
133.513 
20,000 
283,432 
187,950 
11.650 

2,031,171 
26.100 


Group No. | 
Group No. 2 
Group No, 2 
Group No. 3 
Group | 
Group No. 5 
Group No. 

Group No. 

Group No. 

Group No, 

Group No, 

Group No. 11 
Group No. 12 
Group No. 13 
Group No. 14 
Group No. 15 
Group No. 16 


Automobile Manufacturers: 


9,884,193 
12,000,000 


Company No. | 
Company No. 2 


Banking & Finance Co. 17,883 


Chemical Company : 700,000 
Container Manufacturers: 
8.550 


2,928,212 


Company No, | 
Company No, 2 


Food & Food Products: 


Company No. 35,000 
116,922 
No, : 2,275 
10,648,201 
1,107,627 


Company No. 
Company 
Company No. 

Company No, | 


Government Agencies (Federal) : 
l 13,198,186 
Agency No. 2 276,164 
3 


13,758,412 


Agency No. 


Agency No. 


Government 
Bureau No, | 
Bureau No, 2 
Bureau No, 3 
Bureau No, 4 


Agencies (State Groups) : 


125.468 
10.500 
93,237 

Insurance Companies: 

2.364.854 

Company No. 2 2.266.689 


Company No. | 


*these fiwures cover chool distribution only 


**state agency distributing aequired filn 


£1.000.000°* * 


42.327 
1.200 
1.126 


105 


852 


700 
204 
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76.337 
20,098 


213, 
Il. 
195, 


00 
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30,492 
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6.001LT 
7.450T 
54T 


50/200 


6.200T 
1.820T 
13.680T 


1/100 
1LOT 
5 


1/3 


iad 4 ae 


~ g --o'T' 
520 7791 


PM Per 


Month 


0 


1.25 
1.3 
1.35 


6.9 
9.12 
5.59 
3.89 
10.61 
1.03 


78 
2.32 


5 


Mont} means Print Movement Per 
the number of showings per month per print 








TRENDS IN DISTRIBUTION: 
(CONTINUED FROM THE PRECEDING PAGE) 


sponsors by maintaining readily available print 
supplies close to station operations where many 
last-minute filler opportunities can be handled 
advantageously. The cost of such t.v. bookings 
is only slightly higher than regular 16mm serv- 
ices, 

A number of basic operating factors came to 
light during the survey analysis. It appears to 
be a general, accepted practice (for example) for 
l6mm audiences to pay return transportation 
charges. 

Very few sponsors take advantage of tie-in 
literature opportunities which some companies 
Armour 
and General Mills are among those sponsors who 


have demonstrated with great success. 


have successfully delivered recipe material, etc., 
to film viewers. More companies should look 


into this opportunity. 
Audience Figures Are Indispensible 


The decentralization of company film distribu- 
tion by depositing prints in school film libraries 
appears to be an inexpensive method of picking 
up regular circulation without transportation ex- 
pense. The difficulty here is that most school 
and extension libraries do not report the audi- 
ences they serve nor do they feel any responsi- 
bility to the sponsor for such information, even 
if they got these facts from their regional or 
local audiences. 

Prints in use without audience data to account 
for their existence and cost soon tend to be re- 
garded as dispensible items on the company 
budget. On the other hand, the easily obtainable 
audience reports, tie-in promotion, good com- 
pany public relations mail from these audiences, 
and dealer arrangements all help to justify both 
production and distribution budgets. The me- 
dium has now achieved a distribution potential 
that is vast and accountable; anything less than 
measured achievement undersells and dilutes a 
powerful medium. 

The words “booking” and “showing” need to 
be defined. Since many groups “book” a film 
and then arrange multiple showings while it is in 
their possession, the term “booking” actually 
under-estimates the vastly greater number of 
audiences which films are actufally getting. Com- 
mercial distributors are paid only for bookings, 
for the most part, but their experience indicates 
from 14% to 2 times the number of showings as 
their total reported bookings. 


More Audiences for the Same Money 


Budgets were not made a part of this survey 
but they will be examined in subsequent studies. 
An interesting comparative is noted in the ex- 
perience of one national sponsor whose regular 
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appropriations for sponsored distribution via a 
commercial “network” have been $100,000 an- 
nually. Several years ago that sum enabled this 
sponsor to reach 2,000,000 persons; last year in 
excess of 10,000,000 were reached for the same 
basic cost. 

The commercial distribution rate is averaging 
$2.75 for booking. The economy of this charge 
is illustrated in such audiences as the 8,000 
workers in one Midwest plant reached in a single 
$2.75 booking. Taking into account the present 
average of 100 persons per reported booking, the 
cost is about 2%4c per person. More than a few 
sponsors are having a pleasant time dividing that 
low cost into the 20 or 25 minute segments of 
time taken by their films on the screen. The ex- 
tremely low “cost per minute” tends to make the 
film the least expensive of all media. 

In summary, there are several kinds of spon- 
sored film programs which may be considered 
“typical” of industry’s efforts: 


Film Type Affects Audience Total 

1. The technical process or product film such 
as those offered by tool or machine companies 
which obviously have a limited audience, do their 
job when they reach their kind of people and do 
not account for any large totals, nor do they 
cost very much, 

2. The consumer product, service, or public 
relations films which are aimed at national audi- 
ence groups. They are made to interest large 
segments of the population and today they have 
a better chance than ever before in history to 
reach those people through l6mm audiences, 
theatres and on television. 

3. The industrial relations film, aimed _pri- 
marily at internal employee audiences but often 
useful for outside public relations as well. 

4. The health, welfare, and safety films spon- 
sored by insurance companies, automotive con- 
cerns, trade groups, ete., in the “public interest.” 
Obviously of widespread interest, benefiting both 
sponsors and the public, these films perform the 
highest kind of service to the community and 
their sponsors. They are generally able to achieve 
widespread circulation, providing proper han- 
dling methods are employed to make them read- 
ily accessible to their potential audiences. 

The distribution channels for these films are 
clear and wide. Today’s 20,000,000 weekly audi- 
ence is but a small fragment of the future poten- 
tial. Taking into account both theatrical and 
television outlets, it has already advanced beyond 
the 30,000,000 weekly mark. 


Audience Facts Justify Film Cost 

But it takes strict adherence to the rules and 
to sound measurement practices to justify the 
kind of professional production which will sat- 
isfy these audiences. Having justified the highest 
quality of films by the potential audience avail- 
able, industry can only maintain the competitive 
position of the film medium by the most careful 
and thorough analysis of the people it actually 
reaches. 

The most commendable factor on which to 
close this over-view is the knowledge that dis- 
tributors are now using the most modern equip- 
ment and methods for audience data analysis and 
for the accurate reporting of bookings to those 
firms and trade groups whom they serve. 
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BUSINESS SCR 


Total No. of Shows = Aver. No. of No. of PM Per 
Sponsoring Agency fudience or Bookings Attend. Titles Prints Month 
Manufacturing Companies: 
Company No. | 7.086 104 68 3 12 24 
Company No. 2 1,000 50 80 2 L ae 
Company No. 3 10,525 258 0.8 1 " 134 | 
Company No. 4 500,000 5,000 100 3 100 139 =| 
Company No. 5 32,000 1,600 20 2 60 1.11 | 
Company No. 6 150.000 1,000 150 l 50 1.67 
Company No. 7 6,060 202 30 l 19 838 | 
Metal Fabricators: 
Company No. | 8,550,000 77,280 110 20 10/750 
Company No. 2 1,151,659 16,478 70 10 50/250 
Office Equipment Mfrs.: 
Company No. | 33.000 1.500 31 5 6 1.16 
Company No. 2 6.463.407 23,974 269.6 3 171 1.2 
Personal Products: 
Company No. | 110,250 1,000 110 l 20 1.16 
Company No. 2 1.500 150 10 2 15 wh 
Petroleum Industry: 
Company No. | (local) 26.430 165 57 l 15 2.5 
Company No. 2 12,113,516 87,060 140 96 - view 
Company No. 3 8,500,000 121,000 70 21 243T 1.9 
Company No. 4 1.550.927 11.333 138 158* LOT 2.3 
Pharmaceutical Mfrs.: 
Company No. | 700,000 12,000 60 17 50/200 
Company No. 2 (Prof) 134,795 1,09] 33 17 25 ea 
Company No. 2 (Lay) 245,463 
Rubber Manufacturer: 86.907 1.843 17 l 200 Be 
Transportation Companies: 
Company No. | 390,007 2.550 107 | 100 2.13 
Company No. 2 5,399,457 66.476 79 28 1.400T 3.96 
Company No. 3 251,071 1.620 150 3 1447 1.03 
Company No. 4 8,000 72 15 I 20 ia 
Company No. 5 393.956 5.850 fos 3 me 
Company No. 6 663,071 5,704 135 j 52 2.28 
Company No. 7 1,086,729 13,000 83 18 1,000T 1.08 
Company No. 8 150,000 6,000 75 lo** 1/60 
Company No. 9 3,240,000 5 100/150 
Utility Companies: 
Company No. | 3,000 60 50 l 6 2.3 
Company No. 2 16,459 646 72 29 l/2ea 
lotal Sources Reporting: 73 Total 1952 Audience Reported: 214,808,960 persons 
*This company includes outside films purchased 


**4°7 additional titles were purchased for internal 


. dealer showings don't total high 
but they help to get those sales results. 


EEN SURVEY OF 


1952 FILM DISTRIBUTION ACTIVITY 


company use 


Or your film can meet thousands of 
consumers in large assemblies like this. 
















| Birth of a Film 


From an Ohio Bell 
idea to a Bell System 


Castine A Part are (1 to r) Bob Williams, Willis Pratt, H. L. 
Vanderford (A.T.&T. film production manager) and the pro- 
ducer’s representative, F. C. Wood of Sound Masters, Ine. 


4 WORD OF EDITORIAL ACKNOWLEDGMENT 
We are indebted to the Editors of The Ohio Bell Magazine for 
this behind-the-scenes story of a typical A.T.&T. training film 
production. The story is told exactly as it was brought to Bell 
emp!oyees in that publication, 


Tue Camera Pans IN and a customer contact begins. The scene will reflect top treatment of over- 


tones in this Bell System training film, which originated at the Ohio Bell Telephone Co. 


training film 


HADES of Hollywood! The familiar words 
“lights, camera, action” split the air and 
another Bell System training film got un- 
der way at Cleveland’s Fairmount Test Center. It 
was a queer sight for most: huge camera dollies 
standing by to lumber across the room, power 
cables trailing along the floor, sound equipment 
and booms swinging into action, and the lights 
mostly the lights, the thousand-watt variety, 
that heated the small room to an almost unbear- 
able temperature. 

Yes, this was the professional treatment. The 
cast was made up of regular Ohio Bell people 
who worked side-by-side with New York actors 
and actresses. The technicians—producer, direc- 
tor, cameramen, electricians, make-up man, etc., 
were for the most part, associated with the New 
York motion picture firm, Sound Masters, Inc. 
The advisors were the Ohio Bell people who con- 
ceived the idea for the film and their counter- 
parts in the operation and engineering (O & E) 
department of the A. T. & T. Company. This 
training film is being produced for plant depart- 
ments all over the Bell System and shows the 
value of overtones in the rendering of good tele- 
phone service. Plans call for a showing to all 
testboardmen and repair clerks now on the job 
and to the trainees of the future. 


How the Film Idea Was Initiated 


About four years ago our plant training people 
were going along with their jobs—checking in- 
to new methods of doing the repair job and 
evaluating the old. Things were going along 
smoothly—the indices were at a high level but 
scattered observation of repair clerks and test- 
boardmen indicated need for some improvement, 
some refinement in these important customer 
contacts. Ever on the lookout for ways to im- 
prove the service aspect of the job, the training 
people, with the knowledge and cooperation of 
the repair clerks and testboardmen, made wire 
recordings of practice contacts. The play-backs 
revealed, most emphatically, the rough edges on 
some of our contacts. This method enab'ed those 
who represent the company on these telephone 
contacts to put themselves in the customer's 
shoes——to criticize their own words. To some it 
was a revelation. 

With these experiences to go by, the training 
people rewrote the training programs putting in- 
creased emphasis on overtones of service. Re- 
cording machine drills became an established 
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Ouro BELL’s FILM suggestion reaches A.T.&T. 
and planning and production are discussed by 
Bob Williams (left) of O & E plant training 
and Willis H. Pratt of public relations. 


practice in initial training. Contacts became 
more pleasant and service improved. 

The idea snowballed. We thought it was so 
good that other companies might be interested 
in our success with the program. It seemed a 
natural for a Bell System training film. 

We Look to A. T. & T. 

Our experiences with training on tone plus a 
recommendation that this material would make 
a worthwhile training film were detailed in a 
letter to the A. T. & T. Company, the parent 
organization of the Bell System. This organiza- 
tion is made up of telephone people from all 
over the country, most with experience in oper- 
ating companies. They serve as a centralized 
agency to help resolve System problems. They 
advise and suggest to one company on the basis 
of an experience with another company, they 
serve as an information pool, a master business 
consultant. To support and finance their opera- 
tion the operating companies pay a small per- 
centage of their income. For this payment the 
companies receive help along five major lines: 

Research and development 
Patent rights 

Financial advice and assistance 
Availability of materials 
Operating advice and assistance 

Ohio’s suggestions for a training film were 
obviously channeled to the O & E group which, 
in itself, is just one of nine departments of the 
\. T. & T. set-up to aid the associated com- 
panies in the above five directions. 

The O & E Carries the Ball 

Our recommendation that the new testroom 
techniques would make a good training film was 
studied objectively by the plant training section 


(CONTINUED ON THE FOLLOWING PAGE) 
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With On10’s ScENES completed, Edith Davis, 
senior repair service instructor, talks over N.Y. 
footage with Bob Williams, Carl Behner, super- 
visor of outside maintenance, and Art Galloway. 


Fietp Trip to select suitable location for shoot- 
ing” is made by Bob Williams. He is shown 
talking with Art Galloway, supervisor of plant 
training, Ohio Bell Telephone Co. 


CaMeRA Crew Sets Up a Lone Suor of the testmen. At left on the board is an actor who plays a 
role in the Bell film; the other men are regular employees in the Fairmount office. 





Senrorn Repair Instructor Edith Davis has been 
associated with overtone idea from its ine eptton 
in 48, She is demonstrating voice recording in 


training, using a tape recorder, 


BIRTH OF A FILM: 


(CONTINUED FROM THE PRECEDING PAGE) 


of the O & E. It looked good, especially in view 
of the fact that trouble reports for the System 
ranged between 15 and 20 million a year. But 
they wanted to find out the national reaction to 
the proposal. So, with the help of A. T. & T. 
public relations people, a questionnaire was 
drafted and sent to all associated companies. 
The letter accompanying the questionnaire read 
in part: “Attached is an outline of a proposed 
training film which is designed to portray effes 
tive, eflicient, and pleasant methods of handling 
We should 


appreciate knowing whether your area would be 


customers’ reports of troubles 
interested in a film of this type . . . Estimates 
of production costs of this film should fall in 
the neighborhood of $45,000 to $50,000 (to be 
prorated among operating companies on the 
basis of gross operating revenues) . . . Any 
comments which you may have to propose on the 
objectives or content of the film will be wel- 
comed.” We may note here that with the cost 
spread out over a large group, no one company 
would be saddled with the burden of paying the 
entire cost. 
The Critical Details of Production 

The questionnaire and the favorable response 
accorded it by the companies convinced the 
© & E group that the Ohio idea had real sub- 
stance. They analyzed the suggestions that 
poured in from North, East, South and West 
and drafted a tentative script for the production. 
There was ground work to be done—lots of 
ground work, The script was turned over to 
Sound Masters, Inc. to be interpreted for film- 
ing. A representative of O & E went into the 
field to select a suitable location for “shooting” 


(as it turned out, Cleveland’s Fairmount office 


and one other in Brooklyn, N. Y., were selected). 
The parts for the now semi-okayed script were 
cast with suitable actresses and actors. Edith 
Davis, of the Northeastern Area’s general plant 
organization, was selected to be technical ad- 
visor for the film. Everything was in readiness. 

All that remained was the task of coordinating 
the project. The pictures on these pages take you 
backstage for a look at the development of the 
idea and activities surrounding the planning and 
production of a training film. It is through an 
activity such as this that we appreciate the work 
of our training people, the people of A. T. & T.. 
and others whose cooperation made the film 


possible. R 


| ’ 


Brass for Industry 


Titan Metal Sponsors Color Film 
Sponsor: Titan Metal Manufacturing Company 
Title: Brass Means Business, 27 min, color, pro- 

duced by Unifilms, Ine. 


* With the release of its newest production 
Brass Means Business, Vitan Metal Manufac- 
turing Company of Bellefonte, Pa, brings the 
dynamic story of brass manufacturing to the 
screen for the consumer. Produced by Unifilms. 
Inc., from a seript by Oevesti Granducci, this 
l6mm sound and color film pictures the varied 
and intricate steps involved in the making of al- 
loys and the manufacture of myriads of brass 
and bronze products. 

Giant Titan, the company trademark, comes 
to life as narrator to stress the advantages of 
using the featured metal, but the real star of 
the picture is brass itself—and it gives a superb 
performance. 

Brass Means Business pictures the complex 
machinery and high level of skills required to 


produce precision-perfect brass and bronze 


Filmed on the brass mill production lines .the 


picture shows mammoth extrusion presses geared 
for half a million pounds of hydraulic pressure 
forcing metal through dies into fiery rods, skilled 
production workers presiding alertly over the 
glistening flow of parts, scenes of forging, an- 
nealing measuring, cleaning all emphasizing 
the complexity of each dramatic process in mak- 
ing high-quality brass. 

The film explains how much research goes 
into developing the right alloy to fit the specific 
need. Painstaking laboratory analysis, rigid and 
prolonged wear-testing, even design of machine 
tools for certain projects are all part of the story. 

Brass Means Business has an original musical 
score by Robert Stringer, who also edited the 


fim. Inquiries concerning use of Brass Means 
Business, which runs 27 minutes, should be 
made to: Film Department, Titan Metal Manu- 
facturing Co., Bellefonte, Pennsylvania. a 


Film Production in New York 

* As a corollary to Business Screen’s report 
on the extent of the sponsored motion picture 
industry in the Third Annual Production Review 
last month, here are some figures obtained from 
an article, “Movie Making in New York,” pub- 
lished in the February issue of the New York 
State Department of Labor’s news magazine, IN- 
DUSTRIAL BULLETIN, 

According to the Industrial Bulletin: “About 
300 firms are engaged in the production, service 
and distribution branches of the motion picture 
industry in New York State, and they employ 
approximately 11,000 workers; this ranks a re- 
spectable second to California’s 538 companies 
and 25,000 employees. Only about 14,000 per- 
sons are employed in the industry throughout 
the rest of the United States.” 

The article goes on to say that about 25% of 
professional shooting stock is now used by New 
York producers. Records of the Labor Depart- 
ment’s Division of Employment show that the 
number of firms primarily engaged in motion 
picture production in New York State, including 
theatrical, TV, newsreel and educational, is 130, 
and they employ 4,500 persons. This does not 
include firms whose operations are “within” the 
industry, such as laboratories, sound recording 
studios and other auxiliary services: nor does 
it include small outfits employing less than four 
people, which do not show up on the Labor De- 
partment’s statistics. It is estimated that there 
are 170 such small firms currently in the film 
production business, though this number fluctu- 
ates widely, and is composed in part of single in- 
dividuals “whose total resources consist of little 
beyond a desk, a telephone and a prayer.” = 


Titan Metals’ familiar trademark “Giant Titan” is lighted for production of “Brass Means Business.” 
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Document from Life 


Israel Means Hope and New Skills 
Sponsor: The Women’s League for Israel 
Title: The High Tower, 25 min, b/w, pro- 

duced by Dynamic Films, Ine. 

* The Women’s League for Israel is a charit- 
able organization that operates school for girls 
in Israel. In the past 20 years it has graduated 
32,000 girls into useful jobs in a land that has 
need of every talent it can find. 

The High Tower tells this story by showing 
an episode involving three new girls arriving 
at the school for the first time. They have come 
to Israel from Iran, Egypt and Germany, and 
each has individual problems to be adjusted. 
Principally, the story centers around Rachel, 
who, since leaving Germany, had lost twelve 
years of her life on Cyprus before “coming 
home” to Israel. 

Rachel’s difficulty in adjusting to a need to 
live again is finally solved and she goes on to 
become a teacher. Other girls learn weaving. 





Modern school scene in “High Tower” 


bookbinding, cooking and other skills that are 
needed in Israel. 

The High Tower has been a tremendous suc- 
cess on television, playing over 200 dates thus 
far. Outstanding qualities: a superb narration: 
well interpolated scenes made from drawings 
of Nazi brutality obtained from the Museum 


of Modern Art. py 


Nash Introduces New Rambler Line 
With a “Sidewalk Stopper” Film 
Sponsor: Nash Motors. 


Title: Nash Rambler, 1953, 9 min, color, pro- 
duced by Telefilm, Inc. 


* A graphic presentation, with glamorous girls 
and settings, of the whole line of Nash Ramblers 
was provided by the Nash Corporation for use 
in conjunction with the nationwide introduc- 
tion of the 1953 models. 

The film and a T.S.I. continuous projector 
were provided as a package at cost to Nash 
dealers to set up both inside and outside of 
showrooms as a sidewalk stopper. Business 
SCREEN reviewed the film in a dealer’s show- 
room and noted that everyone in or passing 
through the room gravitated toward the pro- 
jector unit. Salesmen reported that the film had 
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attracted quite a crowd at its continuous show- 
ing on the previous weekend evenings. 

The film features designing by Pinin Farina, 
a leading stylist, and introduces the whole line 
of cars effectively, especially for smaller dealers 
who cannot display each car in the showroom. 
From the reaction we found among dealers, 
Nash could hardly have provided a_ better 
point-of-purchase sales aid than this film. bad’ 





Tops IN TRAVEL also is “Wings to Italy” from 
which this PAA scene is taken. 


PAA’s Latest “Wings” 


Sponsor: Pan American World Airways 
Title: Wings to Italy, 32 min, color, produced 
by Coleman Productions of New York. 


* Travel films of the “sun-sinks-slowly-in-the- 
West” school of scripting have been boring 
audiences almost since the first days of motion 
pictures. It is no surprise, however, to see in 
Wings to Italy a travelog with a well-articulated 
story line and believable main characters, This 
sort of travel “play” has been a feature of Pan 
American’s Wings To programs for several 
years and few series of films have been more 
consistently popular. /taly, both because of its 
subject and because of the way it has been 
handled, should soon be leading the popularity 
list. 

The new film shows most of the principal 
tourist spots of the peninsula and does them 
strict justice—-which is to say--they are extra- 
ordinarily beautiful. It uses the off-screen voices 
of its main characters, a young couple just re- 
turning via PAA from Italy. They reminisce 
about their Italian vacation while thumbing 
through her sketchbook. Each charcoal drawing 
evokes some episode from their trip. This 
method of flashback is made effective by using 
matched dissolves from sketch to scene. 

The two vacationists wander about the ruins 
of ancient Rome, climb Vesuvius, walk about 
Pompeii, ogle (he does, anyway) the Bikini 
suits on the beach at Capri. They properly “do” 
Pisa’s Tower, Siena’s famed annual carnival 
and horserace, Florence, the Lakes, the Dolo- 
mites and wind up in Venice. Makes you want 
to get right on the plane and take off in the 
film’s imaged footsteps. Ld 


OTHER FILM REPORTS ON PPS. 56, 58, 60, 64 



























































Steel for Defense 


U.S. Steel Shows a “Good Neighbor” 


Sponsor: United States Steel Corporation, 
Title: Good Neighbor, 26 min., b/w, produced 
by The Jam Handy Organization. 


* Together with news and financial editors of 
Midwest dailies, news magazines and wire serv- 
ices, BUSINESS SCREEN previewed this latest addi- 
tion to the motion picture library of United States : 
Steel and its subsidiary companies on a very 
pleasant March evening in Chicago, 

Good Neighbor reports, through the wide an- 
gle of the motion picture camera lens, from the 
air and via the narrated sound track of George 
Hicks, the immense construction project: repre- 
sented by the new Benjamin F. Fairless Works 
of U.S. Steel, named in honor of Steel’s Board 
Chairman. This is the largest integrated steel 
mill ever built and the 26 minutes of impressive 
documentary footage cover the building of Fair- 
less on the 3800 acre tract at Morrisville, Pa., 
from the artist’s conception to the christening 
ceremonies. 

As no other medium could, the film reminded 
members of the Chicago preview audience that 
the best skills of the Gary, Indiana works 
helped to create Fairless. Good Neighbor will 
show millions of Americans how American en- 
lerprise rolls up its sleeves to meet the critical 
plant needs of the national defense program. 

You are there at the opening ceremonies when 
Mrs. Benjamin F. Fairless, wife of the chairman 
of the Board christens the Hazel Blast Furnace 
and when seven-year-old Nancy Fairless, grand 
daughter of Mr. Fairless, ignites the fuse which 
lights up the Nancy furnace to begin steel mak- 
ing operations, 

Long before this climactic sequence, Good 
Veighbor takes its audience through the fascinat 
ing detail of engineering, excavation, and other 
phases of this big-scale building job. 

Company public relations executives super- 
vised this dramatic film record, through all con 
struction and community phases, while crews of 
The Jam Handy Organization capably executed 
the sizeable production assignment. bed 


First Steet Pours from the open hearth into 
200-ton ladle at U.S. Steel’s new Fairless Works, 
pictured in “Good Neighbor.” 


Ew Ir Any Morion Pictures turn out just 

the way they are planned. Even with the 

rather flexible type of script that we ordi- 
narily employ, when the chips were down, we 
would not have been able to follow it very close 
ly. So when it was decided that we were to pro- 
duce a picture on the Pacific Northwest—the 
states of Oregon and Washington—-we decided 
to do it without a script. 

Doing the picture sans script did not mean 
that we started shooting without planning. The 
over-all idea or “theme” for this picture had been 
stirring slowly in the mind of the producer for 
several years. We had quite a few huddles on 
this subject from time to time and finally Will 
iam R. Moore, General Director of Public Re 
lations for Union Pacific said with commendable 
caution: 

“Go ahead and make the picture the way you 
feel it should be done—-when the work print is 
ready phone me.” 

Eighteen months later | phoned Mr. Moore 
and invited him to see the first draft of North- 
some 3200 feet long. 


In this film were innumerable miles of train 


west Empire 


travel, thirty thousand miles in our station-wagon 
camera car and a few thousand by boat, plane, 
on horses and on foot. All in all we really had 
quite a time, 

During the eighteen-month period, lest it be 
construed that we worked in luxury to take so 
long on one picture, my co-worker Jack Patter- 
son and I shot and poduced several other pic- 
tures which were called for in our regular pro 
duction schedule. 

Union Pacifie’s policy on motion pictures has 
always been somewhat benign. Our executives 
have felt that motion pictures could perform the 
best service for the railroad in the field of public 
relations. With some exceptions, most of our 
efforts have been directed to the production of 
films designed in a very simple way to build 
friends in the territory which we serve. We have 
emphasized the country, its people, its industry 


EYE-FILLING SCENERY of the Pacific Northwest region, such as this view of Mt. 


Rainier, lifts Union Pacific's “Northwest Empire” to new high in audience appeal. 





ROLLING SuRF and wide expanse of sand typi- 
fies scenery along the Oregon coast. 


Mr. Hoop rises majestically above Lost Lake 


as the color camera sweeps the horizon. 


Onty RARELY (and then most effectively) is the 
Union Pacific emblem carried into this film. 
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Union Pacifie’s Vince Hunter Tells the Production Story 


of One of the Past Year’s Outstanding Color Travel Films 


and agriculture. The railroad tie-in has been 
definite but secondary. The result has been that 
most Union Pacific films have not had a very 
strong commercial flavor and we feel that the 
films have been more successful because of this 
policy. 

With this policy behind us we knew that 
Vorthwest Empire was to be a factual and ac- 
curate impression of the Northwest. It was not 
to be a railroad picture but would show the part 
the railroad takes in the area and give a little 
information about our service to Oregon and 
Washington. 


Setting Up the Shooting Schedule 

Our first step was to make a list of available 
subject material. This covered scenic areas, 
special events, industries and special features. 
By a process of elimination we narrowed down 
this list until, with a few exceptions, we had 
only subject material with a high interest and 
particularly adapted to a visual portrayal. Then 
we were ready to start shooting. We dispensed 
with a shot list since Patterson and I would do 
all the shooting of the picture. 

If this approach to a motion picture sounds 
rather casual it might be well to state that in 
our shooting huddles as we worked on the pic- 
ture we put a lot of emphasis on ways and means 
to make the picture interesting and outstanding. 
Part of the answer lay in the fact that we took 
plenty of time for shooting. Seldom did we 
compromise by shooting when weather condi- 
tions were not good. In addition we tried hard 
for unusual angles, scenery of special beauty, 
and unusual subject material. We felt that wild- 
life footage of sea-birds, whales, running ante- 
lope and bird-life would raise the interest level 
of the film. We also shot quite a lot of footage 
from a moving car. The running shots were 
made at 64 fps and these scenes added a psuedo 
stereo quality. We hoped that our overall treat- 
ment would give us a fluid and fast-moving pic- 
ture. Since the picture obviously had to be quite 
long, tempo was going to be a most important 
factor. 

During the first summer I worked mostly alone 
at odd times. We had other pictures to make 
and Jack was tied up on another job in the 
Rocky Mountain states. 


We Make the Most of Location Time 

Conserving on time as much as possible | 
worked on the more difficult material where one 
man could do just about as much as two. I 
managed to complete most of the air and train 
shots, some scenic and agricultural material and 
some wildlife shots which are always very time 
consuming. I also worked in some of the special 
events such as salmon fishing derbies, clam frys 
and loggers’ festivals. 










NUMBER 2 « VOLUME 14 e« 





Spending the following winter on production 
as usual, we headed into the Northwest in the 
spring to wind up the job. Working a sun-up to 
sun-down schedule it still took us until November 
to satisfy ourselves that we had what we wanted. 

While the states of Oregon and Washington 
offer some varied and magnificent motion picture 
it isn’t there just for the asking. You 
have to work hard for it. Overcast skies and 
rain during some months give way to a dry 


material 


summer with considerable haze. Smoke from 
forest fires does not help any. Jack had to wait 
eight days in Seattle for the wind to switch and 
blow the smoke from distant forest fires away 
from the city. 

Good air shots presented some problems as 
the air over the mountainous areas was pretty 
rough. Early morning was the best time to fly 
but it happened that most of the air shots we 
wanted called for afternoon light. At times we 
had some pretty good aerial gymnastics around 
the mountain peaks and in the Columbia River 
Gorge. Our light plane was tossed around like a 


cork. 
Oregon Coast Scenery Is Highlight 


Probably the most difficult time we experi- 
enced was in photographing the Oregon Coast. 
This beautiful stretch of coastline was set up 
for a highlight spot in our picture and we had 
some pretty definite ideas about the material. 
Some ordinary beach shots wouldn't do. 

Although the coast may provide some delight- 
ful tourist weather we found it unsuitable much 
of the summer for good photography. We made 
repeated trips, patrolling the coast all the way 
from Winchester Bay to Astoria and north into 
Washington only to find off-shore fog or a 
richer brand that enveloped everything. Excess- 
ive heat in the inland valleys was the reason 
for this rather unusual circumstance. Where 
there was no fog there were likewise no pictures, 


got 


And so it went. According to the word we g 


it was always clear when we were not there. But 
we stayed with it and eventually we got what we 
wanted—or a reasonable facsimile. 

To spread ourselves over so large a territory 
with as much economy of time as possible we 
lined up our work on the basis of a sort of 
loose shooting schedule which could be varied to 
suit the whims of the weather. Fog on the coast 
drove us to the inland valleys. Haze there headed 
us for the mountains. We put a lot of miles on 
our camera car but we did save time. An intimate 
knowledge of the country was most helpful. 


Near the Finishing Mark-— 20,000 Feet 

By the time fall rolled around we had North 
west Empire pretty much “in the can.” Better 
than twenty thousand feet of film had been care- 
fully checked through the viewer during the 
evenings after our day’s shooting was completed. 
We had mentally “cut the film” a half a dozen 
different ways. Always uppermost in our mind 
was the musical score for the picture and we 
tried to “shoot for music” as much as we could. 


The only area that still had us stumped was 
the Oregon coast. We had made over fifteen trips 
down to the coast without getting our shots. 

I came back from an Eastern swing to find 
Portland shrouded in a soft November rain. Jack 
told me that a storm had just blown in from the 
coast. But | had a hunch. 


“Let's head for Yachats,” | told him, “This 
time | think we are going to get it.” 

“It” was the water climax for the picture. 
We wanted some spectacular churning surf and 
cresting waves to blend with music. 


Weather Sets Lp Final Barriers 

Pouring rain and mist enveloped us all the 
way to the coast. It was still raining when we 
pulled into the motel at the little village of Ya- 
chats and the only way we could tell that the 
sea was out there in the gloom was by the roat 
of the surf. That night a gale practically blew the 
shutters off of the motel. We were up at five 
fog so thick you could cut it with a knife. We 
were really nervous. We were running out of time 
(CONTINUED ON 


PAGE SIXTY -EIGCHT) 


THe Micuty Cotumsia River glimpsed from Crown Point on the Oregon 
side: providing both color and grandeur for UP’s “Northwest Empire”. 
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rogress in Stereoscopic Motion Pictures 


A Special Report by Edwin H. Land, President, Polaroid Corporation* 


© Retain Our Perseective in the present 

excitement over three-dimensional pictures, 

it may be useful to review the scientific 
basis for our interest in this field and to attempt 
to answer, in the light of recent developments, 
the two questions that we and the motion picture 
industry must keep in mind as we plan our fu- 
ture course: 

Must theatre audiences continue to wear 

Polaroid glasses. in order to enjoy three- 

dimensional stereo pictures? 

Will audiences feel it worthwhile to wear 
the glasses “after the novelty is worn off?” 
What is a Stereoscopic Picture? 

To attempt an answer to these questions, it is 
necessary first of all to draw a sharp distinction 
between the stereoscopic three-dimensional pic- 
ture and the many depth “effects” that have 
nothing to do with stereoscopic vision. 

For our purposes, we can define a stereos opti 
picture, in non-technical terms, as one that re- 
produc Cs the scene as an observer would see it 
with both eyes if he were actually present 

Two steps are required, The first is to take 
two photographs of the scene from two slightly 
different viewpoints. This step corresponds to the 
viewing of the scene by an observer with his two 
eyes. It yields two different views of the scene 
identical in subject but different in fine detail 
and in perspective. The second step is the presen 
tation of these two views to bring the left-eye 
view to the spectator’s left eye and the right-eye 
view to his right eye. 

Stereoscopic pictures, so presented, convey a 
conviction of realism that can be presented in no 
other way. 

We presented to the public in January of 1936 
the world’s first stereoscopic movie in full color 
at the New York Museum of Science & Industry. 
To the thousands who came to the premiere, and 
the tens of thousands who followed over a period 
of years, it was a stirring, unforgettable expert 
ence, Millions responded w“ ith equal enthusiasm 
to the first commercial stereo film, shown with 
the same Polaroid system at the New York 
World's Fair and later taken on tour. Here was 
realism of a kind the movies had never offered 


before. 


These Are the Alternative Approaches 

The statement that stereoscopic movies offer 
a unique sense of realism is not to be taken as a 
disparagement of other techniques for heighten 
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ing the realism of motion pictures. Many of these 
techniques have been brought to a fine state of 
refinement; among others, the use of distant 
haze to enhance the illusion of depth, the use 
of exaggerated perspective in set design, the 
use of traveling camera to accentuate change in 
perspective and the movement of foreground ob- 
jects with respect to the background. The de- 
velopment of non-stereoscopic techniques is en- 
joying a strong revival. One of them, Cinerama, 
achieves a spectacular effect by the use of very 
large screen, on which three separate flat pictures 
are projected side by side to form a continu- 
ous panoramic view. The screen itself is deeply 
curved so that members of the audience see a 
picture that occupies a large part of the normal 
visual field. 

Another system, Cinemascope, fills a wide 
screen with a single projector instead of three. 
In recording the scene, special equipment com- 
presses a wider-than-normal image into a stan- 
dard film. In projection, a corresponding de- 
vice restores the picture to its original propor- 
tions, 

In each of these techniques, unusual effects are 
obtained by filling an extra-large screen with an 
extra-large picture. In each, the picture itself is 
a “flat” picture, despite the curvature of the 
screen, in the sense that it presents the scene as 
a one-eyed man would view it. 

Such developments can be thought of as com- 
petitive with stereoscopic pictures only in the 
way that, in the automobile industry, power- 
braking is competitive with power-steering. In- 
deed, in the ultimate development of motion pic- 
tures, it seems likely that techniques of this kind 
will be combined with stereoscopic techniques. 

A Picture for Each Eye 

On this point all serious workers are unani- 
mous: To obtain the truly stereoscopic three- 
dimensional view of the scene, two pictures must 
he conveyed simultaneously to every member of 
the audience and every member of the audience 
must see one of these pictures with his left eve. 
the other with his right. 

For over a century, research in the field has 
heen directed to achieving this conveniently. 
Hundreds of schemes have been explored. Arthur 
W. Judge, in his standard text ( Stereoscopic 
Photography), describes over a dozen schemes 
in detail. 

Only one of these has seriously attempted to 
avoid the use of some type of viewer by each 


* The text of this special report 
was prepared by Mr. Land, as 
president and director of re- 
search of Polaroid, for the di- 
rectors of that company. The 
principle of Polaroid Slereo- 
projection is illustrated at lejt. 
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individual in the audience. This general scheme 
is known as the parallax stereogram. Two very 
able scientists devoted a good part of their lives 
to investigating it, Mr. Frederic E. Ives and his 
son, Dr. Herbert Ives. In 1933 the latter summed 
up the work in an address before the Royal 
Photographic Society with the conclusion that, 
“These and other problems are somewhat appal- 
ling to contemplate. Along with the considera- 
tion of these difficulties, it must be borne in mind 
that the resultant relief pictures will tend to be 
of poor definition in front of and behind the 
image plane, so that scenes having great natural 
depth will not be rendered very satisfactorily.” 
To my knowledge, nothing has occured since 
1933 that would change this conclusion, notwith- 
standing the improvements that have taken place 
in photographic materials and screens, and the 
efforts that have been devoted to the scheme. 

After thirty years of study, it is my own con- 
sidered opinion that it is only by a fundamental 
new discovery concerning the nature of light or 
the physiology of vision that one could hope to 
circumvent the need for individual viewing de- 
vices. 

Possible Types of Viewer 

There are three basic types of viewers. One. 
the anaglyph, accomplishes the separation of 
the two images on the basis of color. One pro- 
jected image is green, the other is red. The eye- 
pieces in the viewer are colored to correspond. 
The system cannot, of course, be used for color 
pictures. A more serious fault, however, is the 
retinal rivalry set up by the different colors for 
each eye. Its most recent commercial use, in the 
thirties, demonstrated its technical inadequacy. 
There have been no developments in filters since 
that time that would noticeably improve the sys- 
tem. 

The second type is the mechanical viewer, a 
shutter device alternately covering and uncover- 
ing each eye, synchronized with alternating left- 
and right-eye pictures projected on the screen. 
The technical and commercial problems are ob- 
vious, 

The Polaroid viewer is the third and only 
practical type. It permits the use of color pic- 
tures. It is simple and inexpensive. It preserves 
the full definition of the picture. It is easy on 
the eves. 

It is notoriously dangerous to make a flat- 
footed pronouncement in any field of science. 
It may be significant, however, that during all 
of our years of work in this field, no qualified 
scientist has come forward with a seriously con- 
sidered proposal for showing three-dimensional 
pictures for theatre audiences by any means 
other than the simple Polaroid system that we 
introduced some twenty years ago and that is 
now being used for showing stereoscopic pic- 
tures under various producers’ trade-names. 


After the Novelty Wears Off 


The attendance figures for the first feature- 
length three-dimensional pictures, Bwana Devil, 
and the Festival of Britain shorts, leave no doubt 
about the drawing power of the stereoscopic 
technique. Our advisers in the industry recall 
that in this respect the stereoscopic technique is 
repeating the history of other important innova- 
tions in the art, the introduction of color and the 
(CONTINUED ON PAGE SIXTY-NINE) 
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Beginning of an Era... 





. A new and momentous chapter in history began late one summer night in 1896 
when Henry Ford made the trial run of his little handmade “quadro-cycle” over the 


cobblestones of a street in Detroit. 


The faithful re-enactment of that historical event is one of the many true-to-life scenes 
which MPO has re-created in the Ford Motor Company's forthcoming 50th Anniversary 


motion picture, “The American Road”, 


This feature-length film has been brought to the screen with the faithful adherence to facts 


and the believability which distinguish all MPO productions. 
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SPONSOR INTEREST IN AUDIENCE 


RESEARCH IS GROWING 


Pre-Testing to Insure Film Success 


\ Report on the Application of the Cirlin Reactograph 


for Audience Reaction to a Film for Kwikset Locks 


N THE BAcK OF A DARKENED AUDITORIUM in 

the Ambassador Hotel in Los Angeles a few 

months ago, three people sat intently watch 
ing a square steel case about the size of a port 
able typewriter. 

In the box, a roll of specially treated paper was 
slowly winding from one spool to another. And 
tiny sparks flew up as the tape passed under a 
comb of 50 needle-like styli, each sputtering from 
time to time as it burned a line in the sensitized 
paper. 

The three onlookers had every reason to be 
intent. They had just produced a 16 mm film on 
the rather difficult subject of powdered metal 
lurgy. And the lines etched into the moving tape 
would tell them how well they had succeeded in 
putting their story across to the audience for 
which it was intended. 

For in the front of the auditorium, hand-picked 
guests from local industrial plants were watch- 
ing a preview showing. With few exceptions, 
each viewer was holding a pair of plastic handles 
wtih push-buttons embedded in the ends. By 
pressing a thumb on the green “Like” button or 
on the red “Dislike” button, he registered his 
second-by-second reactions to the film he was 
watching. Two wires carried his message to one 
of the styli which burned a solid line when it 
was activated by the green button, a broken line 
when the red button was being pushed. The ma- 
chine was the Cirlin Reactograph, a research 
tool that has helped take the guesswork out of a 
wide range of film productions, from multi- 
million-dollar entertainment features to modest 
educational and commercial shorts. 

By Way of M-G-M 

The Reactograph was developed just before 

the war by Bernard D. Cirlin, then director of 


KEY SEQUENCES TESTED FOR 


KWIKSE'T 


research for a New York advertising agency. It 
was an outgrowth of the Program Analyzer 
which C.B.S. president Frank Stanton and Co- 
lumbia University’s Paul Lazersfeld had built to 
measure listeners’ enjoyment of radio programs. 


Holds Patent on Recording Method 


The Stanton-Lazersfeld machine, in turn, was 
an adaptation of the old polygraph principle. 
The first model was a cumbersome affair, accom- 
modating only ten respondents, each of whose 
reactions were recorded by a pair of fountain 
pens. Cirlin conceived and patented the method 
of burning solid or broken lines on specially 
treated paper. 

Metro-Goldwyn-Mayer brought Cirlin and his 
invention to Hollywood shortly after the war, 
and the machine was used in pretesting a score 
of major films. Cirlin later joined Facts Con- 
solidated, a private research firm, and used the 
Reactograph in studying radio programs as well 
as independently produced feature films and 16 
mm commercial productions. 

The latter field appealed to him so much that 
Cirlin set up his own producing unit, known as 
Audience Tested Productions. The operation has 
since expanded into a full-fledged agency, Audi- 
ence Tested Advertising, Inc., although the pro- 
ducing unit has retained its identity and is hard 
at work making industrial shorts. 


Uses of the Reactograph 


Usefulness of the Reactograph lies in its abil- 
ity to detect a picture’s weak points before they 
have done any damage and while they can still 
be repaired at minimum expense. In testing a 
picture, therefore, the machine is used in record- 
ing audience reaction to the rough-cut version, 


FILM: 


High point in the film was this closeup of a lock plug being ejected from 


a dual action press, Its money-saving implications were readily appreciated 


by assembled plant officials. This is scene 15 in chart on Page 50. 


by Charles Bigelow 


and its findings are used as a guide to final 
editing. 

In fact, his machine is so useful that Cirlin 
sometimes feels obliged to emphasize that it is 
not a mechanical director or robot film editor. 
“What it does,” he explains, “is show where the 
audience reacts favorably and where the audi- 
ence reacts unfavorably. It does not—except 
show why the audience 


‘ 


perhaps by implication 
reacts this way or what the director should do 
about it.” So the machine is no substitute for 
creative talent, as some have suggested. “On the 
contrary,” Cirlin goes on, “only the creative 
director can make full use of the Reactograph’s 
findings.” 

To help the director interpret these findings, 
Cirlin employs two other research devices: A 
questionnaire, filled out by respondents after the 
informal “depth” interviews. 
Here’s how these steps tied in with one another 
at the Ambassador preview last summer. . . . 


showing; and 


The Technique in Action 

The film was being shown for some 50 guests 
who had been thoroughly briefed on the use of 
the push-buttons and who had demonstrated 
their understanding in a trial run. And in the 
back of the hall, three people sat around the 
machine. 

One was a timer, stopwatch in hand, jotting 
the running time on a copy of the shooting script. 
Another of the trio, holding a single push-button, 
performed another timing function by pressing 
down the button during every other one of the 
film’s 40 scenes. And next to this record, at the 
extreme edge of the tape, another stylus auto- 
matically marked off one-second intervals with 
a broken line. When an error of five seconds 
can completely distort the findings, such split- 
second timing is essential. 

The third watcher was Bernard Cirlin and he 
was not concerned with timing. His eyes were 
on the tape rolling out from under the sparking 
styli. From long experience, he could detect 
changes in the proportion of solid and broken 


(CONTINUED ON FOLLOWING PAGE FIFTY) 


Anove Is Low Potnt (A) which production men considered a waste of 
time, since it failed to show the wheels in relation to the machinery. 15% 
registered dislike on the chart. 
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on Better Selling, Training, Demonstration 
through photography 


Audio-Visual methods pay off in many ways...a few 
examples from the files of Kodak Audio-Visual Dealers 


Machine company shoots own selling movies 


“Two and a half years ago we purchased a Cine-Kodak Special II Camera, 
Believe me when I say it has certainly paid off. We do all our field work with 
it—taking movies of our farm equipment in use. We produced two feature- 
length company films and many product shorts for our sales organiza- 
tions. Being a professional piece of equipment and yet portable makes 
the Special II outstanding.”—From a prominent manufacturer of farm 
machinery.* 





Movies important in gas-station dealer training 


In its dealer training, this large oil-and-gasoline refiner relies heavily 
upon sound movies to explain company policies as well as the merchan- 
dising of its products and services. Ten- to fifteen-minute films carry mes- 
sages from top executives. “Sound films in color give our dealers help on 
selling. In the Rochester District, we project with Kodascope Pageant 
Sound Projectors—quiet in operation and the finest we have ever used” — 
says the District Manager of a large refiner.* 








Slide projectors save thousands of promotion dollars 


Recently 17 Kodaslide Master Model Projectors were purchased by one 
of the world’s leading soap manufacturers for previewing new promo- 
tional pieces. Previously, branch managers were called to the home office 
and shown actual pieces which were afterwards made up in quantity. 
Then they were shipped out for branch managers to use in their terri- 
tories. Material soon became “dog-eared.”” Now colored photos of each 
piece are made into slides, sent out in sets for branch managers to project 
on Kodaslide Projectors. Thousands of dollars are saved in travel, print- 
ing, and shipping expenses—reports this manufacturer.* 





.»» demonstrate, train, 
dramatize, sell 
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EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send me name of nearest Kodak Audio-Visual Dealer; also complete information on the 
products checked: 

© 16mm, motion-picture cameras; [) 16mm. sound projectors; () miniature still cameras; 
© color slide projectors and table viewers. 


NAME 


Sales versatility achieved with table viewers 


“Our use of your Kodaslide Table Viewers has been rather broad... in 
direct customer presentation, small-group sales meetings, local- and na- 
tional-convention exhibits, and also in editing color-slide presentations 
for large audiences. It’s surprising that so much interest can be developed 
with this simple piece of equipment. The durability of the slides and the 
equipment has been well demonstrated. In fact, at one busy engineering 
convention a group of 26 slides was put through the machine about 250 
times.”"—From a southern metal products company.* 
*Name on request 
These are but a few examples of the ways in which Kodak Audio-Visual 
materials are helping business and industry to make and sell better prod- 


ucts. For the name of your nearest Kodak Audio-Visual Dealer—one of a 
coast-to-coast chain of sales-service representatives—use the coupon below. 


POSITION 
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ESSO-STANDARD OIL, 


INTERNATIONAL NICKEL | 


CONTINENTAL BAKING 


— J 


Van praag productions 
PRODUCERS OF COMMERCIAL, INDUSTRIAL AND TELEVISION FILMS 
1600 BROADWAY 
NEW YORK 19, NEW YORK 
Plaza 7-2857-2687-2688 








13 POUNDS 


* Size of portable 
typewriter 


* Keeps ‘em awake 


on both sides 
of the hall 


THE PICTUREPHONE 


Sound Slide Machine 


McCLURE 


1115/2 West Washington Bivd. 
CHICAGO 7 CAnal 6-4914 








Pre-Testing the Film 


(CONTINUED FROM PAGE FORTY-EIGHT) 
lines and could visualize the chart that later 
would show the film’s high and low points. 

But as he watched, Cirlin glanced continually 
at the little identifying numbers above the styli. 
jotting down notes as he did so: A reminder to 
ask #12 why he didn't like the shot of metal 
powders being blended, another to ask #38 why 
he suddenly switched from “Like” to “Dislike” 
in the middle of the furnace sequence. 

The time required at the end of the showing to 
pass out and collect the questionnaires gave Cir- 
lin additional minutes in which to study the 
tape and prepare for the personal interviews 
that constitute the final phase of this integrated 
technique. 

The questionnaire asked the respondent to 
write down how he liked the film, what he liked 
most and what he liked least. any sequences that 
he had trouble in following. and any other com- 
Although he did 


not have to sign the form, the guest was asked 


ments that he cared to make. 


to enter the number attached to his pair of push- 
buttons. This number was the same as that of 
the stylus which his buttons activated. When it 
appeared on the questionnaire, it made possible 
a comparison of his written replies with his 
recorded reactions. 

Analyzine the Findings 

The film, “Precision Parts From Powdered 
Metal” (which Cirlin’s agency had produced for 
Kwikset Locks, Inc.), was shown twice, to a total 
of about 100 persons. Although this sample-size 
may seem small in terms of most quantitative 
research, studies have shown that Reactograph 
findings stabilize at this point and that addi- 
tional testing does not materially affect the out- 
come, 

The two Reactograph tapes were combined 
and a chart was constructed, showing the per- 
centage of the total sample registering “Like” 
and “Dislike” during each ten-second segment of 
\ five- 
minute excerpt from the chart, containing both 
the low point and the high point of the film, is 
reproduced in these pages. 


the film’s nineteen and a half minutes. 


The low point (A), at which more than 16 
per cent registered “Dislike.” was a montage of 
giant wheels in the lock company’s tool and die 
department. Questionnaires and personal inter- 
views developed the information that production 
men thought this sequence a waste of time, since 
it failed to show the wheels in relation to the 
machinery. 

Interest returned quickly in Scene Ll, which 
showed metal powders being poured into a 
mixer: but the chart reports that interest tended 
to lag toward the end of this 48-second scene. 
And another low (B) was hit in the following 
scene, in which a laboratory technician checked 
the quality of the blend under a microscope. 

Why should interest fall off at a shot of this 
kind ? 
respondent to recall voluntarily on the question- 
naire. But Cirlin had seen the broken lines. 
noted the stylus numbers, and asked the dis- 


Here was something too small for any 


pleased respondents to explain. As it turned out. 
they felt that the narrator’s background discus- 
sion of the lock company’s high quality standards 





was too commercial; they were willing to assume 
that high quality was maintained and didn’t need 
a sales talk on the subject. 

Two minutes later, in Scene 15, came the high 
point of the whole film. The scene was a close- 
up of a lock plug being ejected from a dual 
action press. Seconds before, a few ounces of 
loose powder had been poured into the die. And 
now, with a rhythmic thrust, the pressed part 
emerged. For the assembled plant officials, who 
readily appreciated the money-saving implica- 
tions of the process which the lock company had 
introduced to the West Coast. this scene was 
real drama. 

But Cirlin was more concerned with negative 
reaction and its causes. Besides the two low spots 
already mentioned, there were two others. One 
resulted from incongruous background music, 
and the other from a montage similar to that in 
Scene 10. The chart showed, however. that the 
audience was not opposed to the montage tech- 
nique as such. Another montage sequence, show- 
ing the different kinds of part that could be 
pressed from powder, was well received because 
it was thoroughly understood. 

As this is written. “Precision Parts” is being 
carefully edited to eliminate all four low spots. 
And the revised version will be tested again be- 
fore its release. 

A Form of Insurance 

Although films produced by his subsidiary 
unit, Audience Tested Productions, have first 
claim on the Reactograph, Cirlin makes the serv- 
ice available to any advertiser, agency or pro- 
ducer. 

Cost for a complete test of a 20 or 25-minute 
film ranges from $500 to $1,000, while an 80- 
minute feature film might cost $3,000 to study. 
(In both cases, length is that contemplated for 
the final print: rough-cut versions vary but al- 
ways run considerably longer.) 

In any event, the cost is a relatively small per- 
centage of the total production budget. Ld 


CHART SHOWS audience reactions as recorded by 
two Reactograph tapes and registering both 
“Likes” and “Dislikes” during each 10-second 
segment of the test film. 
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Think of MODERN first 
when you think of 














Sponsored film distribution 


AUDIENCES DO... 


f Mopern has achieved the position of leadership in sponsored film distribution by serving 


both sponsor and audience well. 


Auptences know Modern to be a convenient reliable source of free films—providing them 




















a wide choice of the better films that are available from industry—making it easy to 
} » 
| borrow these films—serving them with courtesy and dispatch. 
Sponsors know Modern to be a reliable efficient distributor devoting full energies to 
| the sponsored film—using specialized processes developed solely for sponsored film 
| distribution—having capable personnel and the best of equipment and facilities. 
! AUDIENCE 
LIMITED - - rer ip 
reNCES UN nie 
a q—a new Group interest 
A U D rol Audiences LU nlhimite Market orea 
> free reprin iting On City size 
an have 4 : by writhhy 
whinge red Film PistribuLNn—Y 
On Sponse .d below. 
Report . . {dresses lustec 
letterhe ad to any of the act PROFESSIONAL 
e F 
Fe hs Se ei lima ne FILM CARE 
ae NTE tala Top print condition 
 * : ail Longer life 


Satisfied film users 


MODERN TALKING PICTURE sent Sts ore 


cost 


Closer audience 
contact 


CHICAGO: 140 East Ontario Street * DElaware 7-3252 
PHILADELPHIA: 243 South Broad Street e Kingsley 5-2500 
LOS ANGELES: 612 South Flower Street e MAdison 9-2121 


Audience analysis 


IBM accuracy 
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In the J PICTURE PARADE 


Sarra’s New “Pageant on Film" 
Explains Modern Color-Living 


* The full impact of color upon 
every phase of today’s living is de 
picted in the film Color Comes of 
Age, which received its premiere 
showing before the annual conven- 
tion of the Painting and Decorating 
Contractors of America in Chicago 
during March. 

The 45-minute color-pageant-on 
film was produced by Sarra, Inc. 
for the Martin-Senour Paint Com- 
which will make the film 
available to interested groups as its 
contribution to better understand 
ing of the importance of modern 
“color-living.” 

Narrated by Milton J. Cross, the 
film pageant takes viewers on a 


pany, 


“tour” to visit out 
standing architects, designers, color 
physicists, magazine 
other authorities—and to hear them 
give their own views on the impor 
tance of color to today’s style of 
living. 

Harold Lloyd, whose film com- 
edies have reached screen audiences 


cross-country 


editors and 


everywhere, gives his views on the 
importance of color to motion pic- 
tures. 

Walter Dorwin Teague, who de 
signed the principal buildings and 
exhibits for the World’s Fairs of 
New York, Chicago, San Diego, San 
Francisco and Paris, discusses the 
importance of color in industrial 
design. 

Elizabeth editor of 
House Beautiful Magazine, speaks 
on “Nature Colors”; Edith Brazwell 
Evans, editor-in-chief of Living for 
Homemakers, talks 
color’s effect on the “young mar- 
ried” market; and Albert Kornfeld, 
editor-in-chief of House and Garden 
Magazine, tells “how to live with 
color.” 

Dorothy Liebes, called the “first 
lady of the loom,” develops impor- 
tance of colors to textile design, and 


Gordon, 


Young about 


color’s impact upon packaging of 
all types of consumer products is 
discussed by Walter P. Paepcke, 
Hanotp Lioyvp is one of the featured 
players in 
above) 


“Color Comes of Age.” (see 


ey 


is 


Ve 





NEWS ABOUT FILMS AND 


chairman of the board of the Con- 
tainer Corporation of America. 
Carl Foss, color physicist; Wil- 
liam Pahlmann, designer; Richard 
V. Neutra, Los Angeles architect: 
Morton Goldsholl, Chicago design- 
er; and Jack W. Zucker, painter. 
explain the use and effect of color 
in their fields. 
The = film 
Comes of 


kind,” 


understanding of an 


Color 
{ge is the “first of its 


presentation 


developed to give broader 
important 
phase of modern life. said William 
M. Stuart, president of the Martin- 
Senour Paint Company. 

Color Comes of Age was written 


by Helen A. Krupka of Sarra’s 


PRODUCTION TECHNIQUES 


creative staff and produced by Jo- 
seph G. Betzer, director of film 
planning, and Harry W. Lange, 
production manager, of Sarra’s Chi- 
cago studio. 


& 4 % 


New Ethyl Film Is in Production 

* A motion picture on valve rota- 
tors, important in the heavy-duty 
engine and tractor fields, is in pro- 
duction at AubIo PRODUCTIONS, 
Inc. for the Ernyt Corporation. 
HERMAN  ROESSLE, 
president, is handling the picture 


Audio vice 


which is being done almost entire- 
ly in animated drawings. Release 
date is set for May first. 
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Suce 4ABAO... 


DE FRENES 
Company 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Rittennouse 6-1686 


Droducers tf “Dine 
Melon Darhvos 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 











Dynamic Films Receives Plaque 

for Service to Auto Racing 

* Dynamic Fivms, INC. is sporting 
a new plaque on the office wall “For 
Outstanding Achievement in Con- 
tributing the Most for Auto Racing” 
and awarded last month by SPEED 
AGE MAGAZINE as one of its annual 
kudos to racing’s top performers. 

Though the company has a well 
rounded schedule of films for spon- 
sors in a great many industries, 
Dynamic has been responsible for 
a great majority of recent racing 
films in the automotive field, pro- 
duced for such clients as The Cham- 
pion Spark Plug Company, the Fire- 
stone Tire and Rubber Company, 
the Pure Oil Company, Bardahl Oil 
Company, and Socony-Vacuum 
Company. 

In 1952, Dynamic covered the 
Indianapolis “500” and 17 other 
“big” car, stock and sports car 
events. A crew of eight cameramen 
and a sound unit are assigned to 
capture the events completely and 
authentically. 

SPEED AGE estimates that these 
racing films have been seen by ten 
million people in the last three years 
and have done much to further in- 
terest in the “sport of men.” 


Film Describes Controled Mixing 
Of Silicate Cement by Dentists 
* A Method of Mixing Silicate 
Cement is an eight-minute color 
motion picture produced by the 
National Bureau of Standards and 
the Council on Dental Research of 
the American Dental Association. 

It demonstrates a new method of 
mixing dental silicate cements in a 
closed container allowing maximum 
powder incorporation into a given 
quantity of liquid independent of 
atmospheric conditions. Differences 
in properties of the cement when 
mixed under summer and winter 
conditions show the marked effect 
of temperature and humidity. Ac- 
tual restorations in the mouth show 
how research laboratory findings 
may be demonstrated in dental 
practice. 

The film is available on a loan 
basis or may be purchased at 
$40.31 a print from either of the 


two sponsors. 


Plant Food Council Announces 
New Picture on Plant Growth 
® AMERICAN PLANT Foop Coun- 
cIL, INC. recently announced a col- 
or motion picture called Making 
the Most of a Miracle to be pro- 
duced by Aupio Propuctions, INc. 
The film, under the direction of 
Hans MANDELL, will include an 
unusual picturization of plant 
growth and photosynthesis execut- 
ed in technical animated drawings. 
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QUALIFIED SPECIALISTS IN COLOR 


YOUR ASSURANCE 
OF BETTER 16mm 
COLOR PRINTS 

















Every time your color print is screened it 













represents to its viewers the entire cost of your 
film production ... and largely determines 
how well it impresses your audience. Be sure 


your prints are good! For quality with a capi- 


FINEST 


tal “Q” send your next order to Color Repro- 


QUALITY 
PRINTS 


duction Company of Hollywood. This com- 


pany specializes EXCLUSIVELY in l6mm 


Kodachrome duplications*. Years of spe- 





cialization, combined with finest color dupli- 
cating machines and experienced specialists, 
is your guarantee of the finest quality color 


prints money can buy! 


DEPENDABLE 
FAST 
SERVICE 





ALL 


COLOR PRINTS 
GUARANTEED 





*EXCEPTION: Black and white reversals from color 
prints for TV projections 


REPRODUCTION COMPANY 


7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: HILLSIDE 8225 
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Johnson & Johnson Promotes Two 
to Merchandising, Education Posts 


* £. G. Gernic, vice president of 


Jounson & JOHNSON, announced 
this month two promotions within 
that company’s Merchandising De- 
partment. This 
charged with the development and 


manufacture of Johnson & Johnson 


department is 


retail drug products, their promo- 
tion and advertising. 

W. E. Sawyer, Director of Edu 
cation since 1946 when he joined 
Johnson & Johnson, has been pro- 
moted to Director, Merchandising 
Services. During the war, Sawyer 
served as a special agent in the 
F.B.1. Prior to that he was with the 
General Electric Company in vari- 


Be 


M. D. 


SCHACKNER 





ous managerial capacities in adver- 
tising and sales promotion. 

M. D. Scuackner, former As- 
sistant Director of Education, has 
been given full responsibility for 
Johnson & Johnson's extensive re 
tail and consumer educational pro 
Director of Education. 
Schackner joined Johnson & John 
son as a salesman in 1947, Before 
World War Hl, in which he served 


as a paratroop ofhcer of the famed 


grams as 


82nd Airborne Division, he was on 
the public relations staff of a Holly- 
wood film studio. Schackner’s ex 
perience in contacting the retail 
drug trade and in public and trade 
relations work especially qualifies 
him for the position of Director of 


Education, it was pointed out. 


54 


People 95 i0.Picures 


Church Council Appoints New 
Film and Broadcasting Assistant 
® WEesLey 


designated 


GOODMAN has been 
Assistant Executive 
Director of the Broadeasting and 
Film Commission, National Coun- 
cil of the Churches of Christ in the 
U.S. A. The Council is the largest 
cooperative church agency in the 
country. 

Mr. Goodman a veteran of 15 
years in religious radio and TV 
was made an administrative officer 
of the Commission in the Fall of 
1951. when he became assistant to 
the Executive director, Dr. Ronald 


Bridges. 


Management Consultant Firm 
Specializes in Film Industry 

* A management consultant firm 
specializing in the motion picture 
and TV film industries was opened 
in February by Branpt Enos. 

Mr. Enos, formerly business man- 
ager of The March of Time, re- 
signed as business manager of a 
New York film studio to form the 
new company. 

Organization of Branpt ENos 
\ssociaTes resulted, Mr. Enos said, 
from the apparent need for man- 
agerial assistance on business prob- 
lems peculiar to the commercial and 
television film industries. 





112 West 89th Street 
New York 24, N. Y. 


TRafalgar 3-6221 


PICK A 
WINNER! 


tile 
FABYLYYS 
590 


INAH! ) eee Pa. 


RACING 
CHAMPIONS 


i 


motion pictures 
| for Television 
\and Industry 


\ 


The Pure Oil Company 


wanted to show their 
product in action on the 
world’s toughest proving 
ground. 


The Perfect Circle 
Corporation 


wanted to tell the story of 
the famous Indianapolis 
“500.” 


The Champion Spark 
Plug Company 


wanted to tell a story about 
major racing events all 
over the country. 


... they all chose 


dynamic 





Tuomas P. MARKER 


Chrysler Names Film Executive 
® THe CHRYSLER CORPORATION has 
recently announced the appoint- 
ment of THomas P. Marker, for- 
mer Navy project officer and busi- 
ness executive, to the newly-created 
post of company film executive 
in the Public Relations Department. 
Marker will be located at Detroit 
headquarters of the Corporation. 

* * * 
Associated Film Labs Announce 
Technical Improvements in Service 
* Technical improvements said to 
increase the quality of l6mm color 
films have been announced recently 
by T. C. Haceman and WILson 
LEAHY, owners of AssociaTED FILM 
LABORATORIES. 

Sound reproduction, according to 
the announcement, has been im- 
proved by light valve recording 
from the original dub to the dupli- 
cating print stock. This eliminates 
the loss from contact printing, 
Leahy and Hageman said, and in- 
creases reproducible volume by 
about six db’s with a great range 
of fidelity. 

Associated Film Laboratories say 
they have special printer shutters 
which prevent the appearance of 
negative splice on the screen. The 
use of this method in negative edit- 
ing of original scenes is said to 
permit the producer to preserve 
stock by running any scene of the 
negative at full length. 

An electronic variable shutter 
designed and installed at Associated 
allows a range of dissolves from 15 
to 120 frames according to Hage- 
man and Leahy. They said the fa- 
cility is unique at Associated, and 
that up to now a 48 frame disolve 
has been the only practical length 
in most cases, 

In promising other improvements 
by Associated in the near future, 
Wilson Leahy said, “It remains the 
aim of Associated Film Laboratories 
to introduce methods that will as- 
sist in professionalizing the techni- 
cal quality of 16mm film making.” 
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(DIAS! 


fa for WJ wala? 


Motion picture films are the most powerful tools ever 
created for the presentation of ideas. Literally thousands 
of 16 mm sound motion pictures, discussing virtually 
every subject area, are available for screening at no 
charge through libraries, associations, foundations and 
commercial organizations. And many thousands more 
may be had for a modest rental fee or outright purchase. 
These films, which cost millions of dollars to produce, 
are yours at the flick of a switch with an Ampro pro- 
jector! Call your Ampro audio-visual dealer for a demon- 
stration of the Ampro projector best suited to your needs. 
Leading commercial and institutional organizations all 
over the world prefer Ampro...Famous For The Finest! 


AMPRO °°"; PROJECTORS 
Wh, CUlIC 


Ideal for business, school and church use, the Stylist 
is compact and gadget-free. With carrying case, 

it weighs just 29 pounds. Threads in seconds; easy 
to operate. Runs a full hour without reel change 

at both sound and silent speeds. Provides brilliant, 
life-like projection and clear, vibrant sound. 


ay) : 
he Semtiv 


Truly professional sound projection for larger 
audiences. 30% more light for super screen 
illumination; powerful, full-range speaker 
for resonant auditorium sound. 
Triple-claw movement stops film 
damage; simplified 6-second 
threading process. Silent and 
sound speeds, single-frame 

and reverse operation. 




















(A General Precision Equipment Corporation Subsidiary) 
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10mm 


COLOR PRINTING 


Now Available... 


... IN ONE PACKAGE 
FOUR SEPARATE FACILITIES 
DESIGNED TO PERFECT YOUR 
COLOR PRINTING AND 
SAFEGUARD YOUR ORIGINAL 
NEGATIVES 


* 


Cue roll printing eliminating notching of the original 


negatives. To you this means protection from handling and 
mutilation arising from the necessity of notching your original 
for light changes and dissolves. 


* 


Dissolves of any length from 15 to 120 frames. This 
feature of our service fulfills a long-felt need. Every producer 
has suffered at one time or another from the limitations imposed 
by the single-length dissolve when, in his picture, a much longer 
or shorter dissolve is indicated. 


* Western Electric Electronic Re-recording of all sound 
release prints. By light valve printing from 35-mm Magnastripe, 
35-mm Photographic, 17'2-mm Magnetic, or 16-mm Magnetic, 
to 16-mm Color Duplicating, a gain of approximately 6 db’s in 
volume is obtained, together with an improvement in fidelity 
that is at once apparent even to the non-professional. 


Printer Equipment eliminating the appearance on the 
screen of negative splices. Automatic instantaneous shutters, 
activated by a cue roll notch, permit instant direct cuts back 
and forth from the A and B negative rolls as indicated by 
your editor. 


For Further Information Communicate with 


ASSOCIATED 
LABORATORIES 


5631 HOLLYWOOD BLVD. - HOLLYWOOD 28, CALIFORNIA 


HILLSIDE 8195 


Fiim 


FROM SCREEN IDEA TO DIRECT SALES RESULTS 


Drive-in THEATRES all over U. S. 


are showing Armour’s one-minute 


trailers plugging company’s “Star” products for direct sales. 


Armour Trailers UP Drive-In Sales 


* This Spring, 1953, brings the 
opening of another drive-in movie 
season to operators seeking to sur- 
pass last year’s booming business. 

These outdoor theatres offer an 


| excellent field for good sponsored 


films. Many managers have shown 
interest in commercial — pictures 
for their regular programs and 
they have a special interest in 


| shorts that promote sales in their 


own concessions, 

Four one-minute trailers intro- 
duced by Armour and Company 
last summer were received with so 
much enthusiasm that the Chicago 
company has prepared eight more 
for this season. They are designed 
to stimulate the viewer's appetites 
during intermission not only for 
Armour Star frankfurters, but for 
other refreshments as well. Built 
around a singing commercial for- 
mat the shorts show mouth-water- 
ing scenes of people enjoying 
something to eat between features. 
Produced by Stanley Neal Produc- 
tions in Hollywood, these “short- 
ies” feature music by Bing Cros- 
by’s “Starlighters.” 


Ringing That Register 

Offered at no cost to the opera- 
tors, the films already have been 
shown in nearly 600 drive-ins. And 
owners around the country attest 
to the cash register-ringing ability 
of the films. 

The concession manager of a 
large Chicago drive-in noted a 
nine per cent increase in total busi- 
ness after using the trailers only a 
short time. The first night one of 


the intermission shorts was shown 
in the Dude Ranch Drive-in at 
Maryville, Missouri hot dog sales 
shot up 25 per cent. Total conces- 
sion business for the season was a 
third more than the preceding 
year. One of the big factors in the 
increase was hot dogs, making Ar- 
mour happy, and the overall 
growth in sales certainly added to 
the theatre owner’s appreciation of 
sponsored films. 


Gets Order on the Spot 

The best proof of Armour’s suc- 
cess came when Charles Madden. 
general foreman of the Armour 
plant at Portland, Oregon, happen- 
ed to be in the audience at the 
Sandy Drive-in the first night one 
of his company’s trailers was 
shown. During intermission he 
visited the concession stand and 
chatted briefly with the manager. 
A little while later a call came 
over the loudspeakers asking “the 
gentleman from Armour” to please 
report to the refreshment stand. 
He did, and received an “emer- 
gency” order for 72 pounds of 
franks—an average four day sup- 
ply had run out in one night. 

The success of the Armour 
shorts from both the drive-in op- 
erator’s and the sponsor’s point of 
view should result in two things. 
The theatres should be willing if 
not anxious, to use more commer- 
cial films, and sponsors should 
take fuller advantage of the dis- 
tribution possibilities in outdoor 
audiences. ae 
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DeVry's New Sensationa 
*Jan Unit 

edtaenslan 16 wun, Panjostor 
Pictu Hutto | 


AN IDEAL PROJECTOR 


For Use In: 





















* INDUSTRY * TELEVISION 

* ADVERTISING * SCHOOLS 

¢ CHURCHES ¢ INSTITUTIONS 
* SCREENING ROOMS ¢ CLUBS 


When the ARMY and NAVY wanted to jointly develop the 
finest 16 mm. sound motion picture projector obtainable for 
instructional and entertainment purposes—their engineers, in 
collaboration with DEVRY’S skilled staff, developed the 
DEVRY JAN 

So remarkable was their achievement, that the JAN pro 
yector STANDS OUT AS THE MOST AMAZING 
UNIT OF ITS KIND EVER CREATED. By all compet 
itive tests, it has no equal 

As a result, more than 10,000 JAN units were ordered and 
are replacing all obsolete 16 mm. sound movie units in both 


the ARMY and NAVY. 
SEND COUPON FOR FULL FACTS TODAY! 


3 Use DeVry’s Liberal Trade-In Plan! 














(1) ever COOL OPTICAL SYSTEM. 


oo Anyone who owns a 16mm, silent or sound motion picture projection 

machine is invited to take advantage of DEVRY'S NEW LIBERAL 

(2) steADY-SHARP-BRIGHT PICTURES. (4) simece TO OPERATE. TRADE-IN PLAN. This program permits you to apply the present 
market value of your equipment against the purchase of anew DEVRY 


unit. MAIL COUPON TODAY FOR FULL INFORMATION! 


(3) uneauaten SOUND QUALITY. (S)eunr TO LAST A LIFETIME. r 
“JAN... Our Greatest achievement 
in 40 years”... says W. C. DeVry 


DEVRYLITE ‘5’’ Has M 
QS Many  \ wer: SAREE ad MARY enlace 
JANS ORDERED able job in creating the JAN 
aft the JAN Features 7 ’ BY ARMY-NAVY projector. It marks our greatest 








ing department, did a remark- 
achievement in 40 years” says 
William C. DeVry, president of 
the DEVRY CORPORATION 


MAIL THIS COUPON TODAY! 
MR. W. C. DEVRY. President " 8-3-59 
DEVRY CORPORATION 
1111 Armitage Avenue 
= Chicago 14, Illinois 


Please give me full information, without cost or obligation, on the following | 





The lightweight DeVrylite ‘'S’’with 

built-in speaker, which is ideal for 

the use of all types of 16 mm. sound 

VY or silent projection, contains many 
JAN features. 

MAIL COUPON TODAY for 

full information about this new, 

efficient, portable, easy to handle 


DEVRY unit. 


1. JAN 16 mm. sound motion picture projector 
DeVrylite “"S’ 16 mm. sound motion picture projector 
(10 3. DeVry’s liberal trade-in plan 






) 
* | | he 
Denotes Joint Army-Navy Approval 


Address 


Zone 
Established 1913 






e's @ Geen S Bel @ Wamek, | 


1111 Armitage « Chicago 14, Illinois 
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Diamond State Phone Sponsors 
Film on “The Delaware Story” 
® The Delaware Story—first mo- 
tion picture of its kind ever to be 
made in Delaware being 
distributed by the Diamond State 
Telephone Company in that state. 
It is a 33-minute film in full color. 
The film, which was produced by 
the DeFrenes Company of Philadel- 
phia and photographed entirely in 


is now 


Delaware, traces the history of the 
state from the first visit of Henry 
Hudson to the Delaware Bay in 
1608, Dutch, 
Swedish and English settlements, to 
present-day times. 


through the later 


Presenting history in an interest- 
ing, pictorial form, the film shows 
many of the world-famous buildings 
which played a prominent part in 
the early history of the United 
States. Included among the dozen or 
more churches pictured are the Old 
Swedes Church in Wilmington, one 
of the oldest in the New World, 
Christ’s Church in Dover, and the 
Old Friends Meeting House in Wil- 
mington. 

The picture traces the develop- 
ment of the telephone in Delaware, 
from the first installation in 1878 

only two years after its invention 

through the founding of the Dia- 
mond State Telephone Company 19 
years later to the present-day 100 
percent dial which links 
Delaware with the rest of the world 
in a matter of seconds. 

Delaware’s industries, which have 
given the State the highest per 
capita income in the Nation, are 
also shown, with shots of many 
business firms and the state’s farm- 


system, 


ing and chicken raising industries. 

The picture describes the import- 
ant part played by the telephone 
in the development of both large 
and small industry, Civil Defense, 
farming and the hundreds of other 
activities of the Diamond State. 

The film is a dramatic story of 
Delaware; told by Delawareans and 
showing hundreds of citizens going 
their many ways. 

The telephone company is making 
the film available for bookings be- 
fore clubs, schools, churches and 
other organizations throughout Del- 
aware, bad! 
WILMINGTON is Delaware's fore- 
most city and chemical capitol of 


the world. 


What's New in Business Pictures 


State and Municipal Pictures Featured in News 


“Tue DELAWARE Story,” a new DeFrenes film, features this scene showing 
Leni Lenape Indians watching Henry Hudson sail ship into Delaware Bay. 





CUTS CAN MEAN 
INFECTIONS 


And supposed wrongs in the minds of your 


employees, based on misunderstandings and 


lack of facts. can mean trouble. 


Stop it before it gets started .. . by develop- 


ing supervisors who are alert to detect griev- 
ances... who have the know-how to handle 
them with an appreciation of human feel- 


ings. 


Develop trouble-stopping supervisors with: 


“HANDLING GRIEVANCES’ 


one of the sound slidefilms in the outstand- 


ing eight-part visual course SUPERVISOR 


TRAINING ON HUMAN RELATIONS. 


You may obtain a preview without obliga- 


tion. 


ADDRESS REQUESTS TO: 


Rochet Pictures, Juc. 


6108 SANTA MONICA BLVD. HOLLYWOOD 38, CALIFORNIA 





Vital Problem of Water Pollution 
Presented in New York Picture 

¢ A billion gallons of polluted wat- 
ers flow daily from the homes and 
industries of New York City. A 
problem for all places where people 
live and work, for polluted waters 
are dangerous waters, this problem 
has assumed major proportions for 
the City of New York. 

To show what New York is doing 
about this situation, the City’s 
WNYC Film Unit has made a new 
film for the Department of Public 
Works called The Waters Around 
Us, 25 min., b.w. As the film pic- 
tures it, this sewage in the rivers, 
creeks and bays around the city be- 
fouls the waters, endangers the 
health of citizens who bathe in the 
beach waters, creates a stench that 
wreaks financial havoc with real 
estate bordering the 
washed by that sewage. 


shorelines 


Dates Back Three Centuries 

The situation had begun when the 
city began in the 17th Century. And 
it continues into this century an 
unending river of pollution, three 
centuries long. Remedies begun 
early in this century were largely 
ineffectual until the problem was 
tackled by the City’s Department of 
Public Works in 1938. By 1951, 
seven modern sewage treatment 
plants had been designed, con- 
structed and put into operation at 
the more critical points. In addition 
to these plants which treated 40% 
of the City’s sewage, eleven more 
were to be constructed to round out 
the solution to the problem that af- 
fected the entire City. This total of 
18 plants, the last of which will be 
ready by 1959, will take care of 
present and, it is to be hoped, future 
needs of the city. 


Shows Specific Operation 

The Waters Around Us specific- 
ally takes up the case of the eighth 
plant, Owl’s Head, in Brooklyn, 
which went into operation just a 
year ago. It serves an area of 22 
square miles, an area whose shore- 
line was being washed with the raw 
sewage of a population greater than 
Galveston, Sacramento, St. Paul and 
Memphis —- combined. As shown in 
the film, 60,000 gallons of raw sew- 
age pours each minute into the 
plant, is screened and strained for 
floating solids. It is then processed 
in grit chambers where sand, peb- 
bles and cinders are removed. Then 
it continues to the aeration tanks 
where air is blown up from the bot- 
tom of the tanks to supply oxygen 
to the passing sewage. The oxygen 
supplies the necessary environment 
for bacteria and other organisms 
which destroy the organic matter of 
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Scene in “The Waters Around Us” 









































The ideal 35mm movie camera for TV Newsreel, Industrial, 
Travel and Scientific Motion Picture Photography. 


FAMOUS ARRIFLEX FEATURES: 


Reflex focusing through taking lens, even when camera is 
running. 






sewage. This is man’s way of em- 
ploying nature’s own method of self- 
purification of waters. 

The waste sludge captured by 
treatment is subjected to intensive 
bacterial decomposition in special 
concrete tanks, which results in 
combustible methane gas which sup- 
plies most of the heat, light and_| 
power requirements for the Owl’s 
Head Plant operation. The residue 
of the bacterial decomposition is 
discharged from the digestion tanks 
into a sludge vessel which dumps it 


Bright erect image finder, 6/2 x magnification. 
“Follow-focus” without assistant. 

No parallax or other finder problems. 

Full frame focusing and viewing. 

3-lens turret. 


Quick change geared film magazines (200 and 400 feet). 
No belts to connect. 








Kl Bib 


Variable speed motor built into handle. 


Tachometer registering from 0 to 50 frames per second. COATED LENSES in ARRIFLEX MOUNTS 
Compact, lightweight. 

Equally adaptable for tripod or handheld filming. 
@ Easily detachable matte box-filter holder. 


28mm f/2 Schneider Xenon* 90mm f/3.5 Kilar 
50mm f/2 Schneider Xenon* 135mm f/3.8 Kilar 
75mm ¢/2 Schneider Xenon* 150mm f/3.5 Kilar 
300mm f/ 5.6 Kilar 
400mm £/5.6 Kilar 


25 miles out at sea. 


City Film Unit Produced 
WNYC’s Film Unit, which pro- 
duced this film, is a section of the 
City’s highly-regarded municipal 


*With Follow-Focus Grips. 








ORIGINAL ARRIFLEX ACCESSORIES 


LENS EXTENSION TUBE for close-up filming and 
cinemacrography 


radio broadcasting set-up. It oper-| 
ates on a very small budget (in fact, 


the w hole annual budge t of all HI-HAT for mounting Arriflex 35 on standard tripods 
WNYC activities is less than $400,- SHOULDER-POD for vibration-free, hand-held filming 


000) but it does more than a cred- JUAN E. VIGUIE JR., Cameraman BATTERY — 16 Volt, lightweight, non-spill, with 
itable and workmanlike job. Direc- carrying case and shoulder strap 





President of Viguie Films 





















tor and photographer Frank Rosa, | BATTERY CHARGER 
Jr. cuts bills to the bone, does his | Wales Dic, Viele: 
opticals in the camera, and still) 
turns out good films thet are “. . . of the two Arriflex 35mm cameras we own, one is in THE NEW TRIPOD 
f ; 
constant use in Puerto Rico and one in the States. In addi 





thoughtful, useful and have not a/ 


little inspired photography. tion to our regular work filming Viguie News, a Spanish * a ~ oars = ia 
an , + ° language newsreel, we are frequently called upon to cover Y- ergns only 
lhe y aters Around Us = avail-| events for Tele news, Universal, and other major neu sreel 19 ibs. 
able to all TV stations, educational, | cummeniiee. @ Large universal ball- 
civic and technical groups, both in| joint for leveling. 
New York and elsewhere. | The Arriflex 35 is my favorite camera because it gives @ Velvet smooth pan 
me the results | want with little or no effort. To be able and tilt action with 
’ . ” } to see the actual image on a large groundglass screen, even separate locks. 
Puerto Rico Labor Department when filming, is a most wonderful thing, and it makes @ Extra long handle 
Fights Migration With Film focusing and framing convenient and simple. I also like for under-arm 
® ‘“‘New York is not what it’s the quickly interchangeable magazines, the electric motor control. 
cracked up to be.” says the Puerto drive with its small portable battery, eliminating tedious @ Spirit level. 
a Department oft Lahee te: a winding, and the fact that despite all this the camera is @ Can be used with 
- " light enough for handheld shooting .. . all professional 
new film released for showings mn. 
throughout the island this month. Now Available at leading Dealers. @ Leather boot 
A Friend in New York shows Write for latest literature and price list. available. 





Puerto Ricans that their health runs | 
a grave risk in New York, that the| 


\ housing shortage is acute and that! 
jobs are hard to find for people who| n U | IN G P H 070 S U P P LY C t R P 0 R ATI 0 N 
don’t speak English. 8 t23 235 FOURTH AVE., NEW YORK 3, N. Y. * GRomercy 5-1120 
Unlovely scenes of “Spanish Har-| 


lem’ illustrate that New York is not} WEST COAST OFFICE: 7303 MELROSE AVENUE. HOLLYWOOD 46, CALIFORNIA © WYOMING 9026 
the land of plenty that many Puerto 


Ricans seem to think it is. The 





City’s Puerto Rican population is 

now estimated to be 376,000 and THE BUSINESS MAN’S 1953 GUIDE TO GOOD AUDIO-VISUAL EQUIPMENT 
increasing rapidly. Both New York| : ; 
and Puerto Rican officials are con- Another big issue of BUSINESS SCREEN is in the mak- Visual Equipment Review: the Business Man’s Guide 
cerned about the northward migra-| ing as we continue work on the first annual Audio- to Equipment, Preview Theatres and Services 
tion. 
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us Bom. 
Bucker FISHING with a camera as 
Julian Gromer lenses a scene for 
“Keys to Adventure’. (story below) 
Kiekhaefer Corporation Produces 
Film on Beautiful Florida Keys 

* THe KiEKHAEFER CORPORATION, 
manufacturers of Mercury outboard 
motors, shot about 25,000 feet of 
film down in the southern tip of the 
United States last summer and came 
up with two pictures and enough 
footage for alternate versions of 
each, The first was award-winning 
Water Wilderness ( Business Screen, 
1953) 


Western Auto and the second was 


bebruary, produced = for 
Keys to Adventure, to be distributed 
through Mercury outboard motor 
dealers. 

The Keys lo 
Florida Keys, a 


islands off the southern tip of the 


{dventure are the 

chain of coral 
United States mainland. They are 
a semi-tropical wonderland with 
dazzling sights for the tourist and 
fishing to amaze the migratory 
sportsman. 

With a burst of colorful blue 
dolphin, sailfish and 
sun reddened fishermen the picture 
Miami as the 


world’s most famous charter boat 


silver-sided 
opens at Pier 5 
fleet unloads. At the same pier is 
travel film lecturer Julian Gromer 
ready to embark on a cruise down 
to Key West. His vessel, the “Reel 
1,” is a jaunty little outboard cruis 
er with provision for eating and 
sleeping. Incidentally it is powered 
by a Mercury outboard. 

On the trip down there are beau- 
tiful underwater shots as Gromer 
“bucket-fishes” 
tries his luck at deep sea fishing in 


with a camera. He 


the gulf stream and catches king, 
dolphin and barracuda. 
Six-hundred pound porpoises ca- 
vort whimsically for the camera at 
“Theatre of the Sea,” a tourist at- 
traction in the heart of the Keys. 
For a tarpon fishing sequence Gro- 
mer accompanies the Keys guiding 
team, Jimmie and Frankie Albright 
on a fishing expedition on the 
“flats.” 
previewed the film at major boat 


Sportsmen, many of whom 


and outdoor shows throughout the 
country, could appreciate Mrs. Al 
bright’s battle with a giant tarpon 
in the 75 to 100 pound class, 


The Commercial Newsreel 


NEW SPONSORED FILM PROGRAMS OF THE CURRENT PERIOD 


An outboard shower-bath and 
breakfast aboard the “Reel I” sug- 
gest to the audience the delights of 
outboard cruising, and Mercury 
outboard motors extends an under- 
standable invitation to “find the 
Aeys to Adventure for your- 


self.” 


” * 


“Peace of Mind" Describes Growth 
and Application of Insurance 

* After many months of research 
and preparation the 24-minute color 
film Peace of Mind is ready for 
general release to nationwide audi- 
ences by the AMerIcA Fore INsur- 
ANCE GROUP. 


Peace o} Vind has been designed 


to meet a demand for a film outlin- 
ing briefly the world development 
of property insurance and its appli- 
cation to every-day living. 

The film traces the insurance idea 
from its beginnings in Babylonia 
Eastern 
traders to the Port of Venice and the 
Coffee Houses of London. It then 
touches on the development of fire 
America, the early 
struggles of the industry against re- 


and China, through Far 


insurance in 


current catastrophes and the con- 
tribution insurance has made to the 
protection and growth of our nation. 


Peace of Mind also dramatizes the 


role played by the insurance agent 
or broker, his importance to the 


community and how he proves to be 


2. 


> 
, quarter-century 
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producers for over a 


Slide films ¢ Motion pictures ¢ Films for TV 


Company 


© Hillside 3183 


<P 


a “friend in need” at the time of 
loss. 

A 12'4-minute version is planned 
for general release to TV stations 
countrywide by Ted Baldwin, Inc.. 
the producer. Should Peace of Mind 
have the success anticipated, Amer- 
ica Fore plans to follow up with 
other films. 

Distribution of the new film on a 
free loan basis to civic and business 
men’s clubs, industrial organiza- 
community and _ religious 
groups will be handled by Movies 
U.S.A... Ine.. 729 Seventh 


New Y ork. 


tions, 


Avenue, 


% a % 


Several New Medical Films Are 
Being Made by Audio Productions 
* In various stages of production 
in the medical division of AubIo 
PRODUCTIONS, INC. are several new 
films for the medical and _ allied 
professions. One of these is Oral 
Cancer, a 25-minute color film for 
the American Cancer Society 
which is scheduled for a premier 
showing before 30,000 physicians 
at the annual meeting of the 
American Medical 
June. 


Association in 


A second film, Lung Cancer, is 
expected to be released a few 
months later. It will be the sixth 
in this continuing which 
was described recently in Bi SINESS 
SCREEN as “a milestone in films’ 


contribution to medicine.” 


series 


early de- 
livery is a new picture for Merck 
& Company, Inc. Earl Price, head 
of Audio’s medical 
ported other 


Also scheduled for 


division, re- 
films in planning 
stages for several areas of profes- 
sional education, and in the field 
of public health education for dis- 
tribution via schools. Among these 
is the series on Healthful Living 
which is being scripted for Me- 
Graw-Hill Book Company. 


at * at 


New Picture Takes Family Through 
The Canadian National Exhibition 
* A Family Affair is a new 16mm 
sound and color film on the Cana- 
dian National Exhibition produced 
by INTERNATIONAL PRODUCTIONS 
Lrp., of Toronto. It is designed for 
use on television as well as for gen- 
eral distribution as a promotion 
feature on the world’s largest an- 
nual exposition. 

Filmed during the 1952 Exhibi- 
tion, A Family Affair takes a moth- 
er, father, son and daughter through 
all of the varied phases——industrial 
exhibits, grandstand shows, sports, 
and the Armed Services display 
over Lake Ontario. The 26-minute 
film is available for showing from 
the Public Relations Department of 
the Exhibition. 
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INDIAN GuipeEs’ rules and plans are 


explained by the “Y” secretary to 


a group of members and 
their dads. Scene in “My 


Dad” (story beiow). 


young 
Son's 


FILM CASE HISTORY 
Boys. Dads and the YMCA 


Sponsor: The Young Men’s Chris- 
tian Association. 

Title: My Son’s Dad, 27 min, b/w. 
produced by The March of Time. 

* What can you say in a half hour 

about the YMCA? Statistics? How 


many buildings? 


How many boys? 


Philos- 


‘Y” believe in 


How much money it needs? 
ophy? “We at the 
fair play, ete.”? History? 
Activities? 

\ good film lecturer could cover 


( Irgan- 
=) 
izat ion ! 


all those points, speaking at a nice 
quick clip. Photographers and ani- 
mators could illustrate it, too. 

But what would you have? The 
“Y"? No, you could get the statis- 
tics all in, but know really nothing 
about the “Y” at all. 

A Simple. Effective Tale 

Noodling around with this prob- 
lem, the March of Jack 
Glenn, an old Hi-Y boy, himself, 
came up with the idea of trying to 


lime s 


compress the great big “Y” story 
into a simple series of incidents 
about a man and his son. 

The outline seemed attractive 
enough that Glenn went on to write, 
produce and direct it. And he knew 
his subject well. for the film comes 
off. It just shows a man going to a 
meeting of the “Indian Guides” at 
the “Y” 
develop, but in his thoughts of his 
own boyhood, in the people he talks 
to that night, the story of the “Y” 


develops by showing how the boys 


with his son. No big crises 


learn to help each other and de- 
velop qualities of leadership and 
citizenship. 

What About Normal Lads? 

Vy Son’s Dad is not concerned 
with the rejuvenation of juvenile 
delinquents, but rather with the boy 
who gets the least sociological at- 
tention, the average healthy, normal 
American boy, who does not steal 
or become addicted to narcotics but 
who has endless time on his hands 
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after school hours. In todays’ world 
of working mothers and out-of-the- 
home activities for other members 
of the family, he lives with a sense 
of loneliness too often overlooked 
or misunderstood by the adult. 
The film is intended for use on 
television as well as theatre and 
small group showings. The require- 
ments of the TV screen were kept 
constantly in mind in composition 
and the selection of camera angles, 


and the length - 27 minutes —is de- 
signed to fit into a half-hour TV 
program slot. 


Southern Railway Shows 
High Cost of Accidents 
Sponsor: Southern Railway System. 
Title: The High Cost of Careless- 
ness, color, produced by the Rail- 
way with Campus Film Produc- 
tions. 
* Freight claim payments cost the 
Southern Railway System $3,250,- 
000 last year. Small wonder that 
the railroad’s new 
prevention film is called The High 
Cost of Carelessness. 


freight claim 


Southern Box Car #271722 is 
the star of the show. One half of 
the side of the car was replaced 
with wire mesh to show how con- 
tents reacted to various speeds of 
switching and coupling, safe and 
otherwise. One scene shows a staged 
sideswipe of two box cars resulting 
in a real mess of splintered lumber 
and twisted metal. 

The Southern’s film 
important strides that have been 


shows the 


made in the improvement of the 
railroad’s freight yards and freight 
handling operations. Automatically- 
operated switches and car retarders 
and intricate communications sys- 
tems contribute to safer and more 
efficient handling of cars in yards. 

In case railroaders might think 
mistakes and carelessness are not 
too important, the film shows lines 
of heavy trucks on the highways, 
always eager to take over the rail- 
road’s freight business. 

Other railroads will probably be 
horrowing the new film as they did 
{ Job Worth Do- 
ing. The Southern’s visual educa- 
tion program in freight claim pre- 
vention has attracted favorable in- 


its predecessor, 


terest from other railroads and, 

particularly, from shippers advisory 

boards. ne 
¥ % * 


Kling Opens St. Louis Office 

® Kune Strupios, Cuicaco, has an- 
nounced the opening of a St. Louis 
office at 818 Olive Street. The new 
office will be under the direction of 
WittiaM Wricut, 


formerly with 


Meldrum and Fewsmith, Ine. 


1953 


For COMPLETE 
4 FILM PROCESSING 


“IN THE EAST" .... it's 


WIE. 
oe: » 


a say 





ss E77 




















FOR COLOR 


ny Me it's 
,! 
MY, *h 


We " 
¥ 


NEGATIVE 
DEVELOPING sy 


ee = 








Ys, 

™ 
Inc. 
vem, 


FIRST PRINT 
DEPARTMENT 








ULTRA VIOLET 
& FLASH PATCH 
TRACK PRINTING 


ROUND 
THE 
CLOCK 
SERVICE 





16% & 35%, 
RELEASE 
PRINTING 








QUALITY 
CONTROL 


A NEW ADDITION 
TO OUR SERVICES 
The most modern 
prevue theatre 
featuring 
Three Channel 
Interlock Projection 
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PERSONALIZED SERVICE FOR 


TV PRODUCERS 


MOVIELAB FILM LABORATORIES, INC. 





619 West 54th Street, New York 19, N.Y. JUdson 6-0360 





YOUR MARKET PLACE FOR THIS INDUSTRY'S BEST! 


The advertising pages of each 
new issue of BUSINESS SCREEN 
bring you the best in film pro- 


duction, laboratory and equip 
ment services for the business 
film sponsor. 
























U* or 35MM COLOR SLIDES and 
tape recordings (as a sight and 
sound combination) in producing 
effective employee films at low cost 
is paying off for a West Coast tran- 
sit firm—the Pacific Electric Rail- 
way Company in Los Angeles. 
The firm had three objectives in 
mind when it started work on its 
first production several months ago, 
according to Public Relations Di- 
rector James G. Shea. These were 
closer understanding between man- 
agement and the 5,000 employees, 
better cooperation between depart- 
ments within the company, and im- 
proved public relations as the end 
result of better “team spirit.” 


Now Going Into Series 


The first of the tape-slide presen- 
tationsthe story of a day in the 
life of a typical motor coach opera- 
tor— has been so well received by 
the employees that an entire series 
is now under way. 

“Effectiveness was what we were 
after,” Shea said. “We wanted a 
production’ that would drive home 
our message —-not just entertain. 
How best to present the material 
was a major decision. Since we 
felt that a picture on a screen would 
hold the attention, but that the nar- 
rator’s voice would actually get the 
message across, we decided to use 
color slides rather than motion pic- 
tures.” 

This decision automatically cut 
costs considerably, but put a heavy 
burden on narration. Talks with 
the firm’s training division—-where 
magnetic tape was already in use 
resulted in the decision to put the 
narration, music and other sounds 
on magnetic tape. 

“This solved a number of prob- 
lems,” Shea pointed out. “It provid- 


SHOWING EQUIPMENT used by 
PERC includes slide projector and 
tape reproducer shown in position 
at rear of motor coach theatre (see 
feature article above). 


Moror Coacu THEATRE for employee shou ings of the neu 


Pacific Electric Railway Company’s slide-tape program, show- 


ing roll-up projection screen in background. 


Tape Tells the Story 


Los Angeles’ Pacific Electric Railway Utilizes 


Slide-Tape Program for Effective Employee Show 





Pity the 
poor film 
that is 
UNTREATED! 


Our new folder, 
“Peerless Pointers,”’ 





tells you tersely and 
factually about 
preventable damages 
that frequently 
happen to film . .. 
and how Peerless 
Treatment guards 
against such damage 
at a cost measured 

in pennies. 


Write for your copy now 


KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET; HOLLYWOOD 38, CALIF. 


ed the effectiveness, since actual 
voices of the employees could be 
used. Since tape could be edited and 
and erased, we could virtually ‘re- 
write’ the sound until it was in its 
best possible form. Furthermore, 
since tape recording is non-techni- 
cal we could handle the production 
ourselves, again cutting costs sub- 
stantially.” 

Once the shooting script had 
been written, the photography was 
turned over to an accomplished 
amateur photographer in the firm’s 
mechanical department, staff en- 
gineer Don Bowman, who shot the 
picture sequence on 35mm color 
film. 

Bowman accompanied one of the 
firm’s drivers, shooting picture after 
picture, to show his daily, on-the- 
job routine and how the functions 
of the various divisions of the com- 
pany affected his job. 


The Finishing Touches 


Once the pictures were made in- 
to slides and arranged in sequence, 
rehearsals were held, then put on 
tape for the final release. Equip- 
ment used was a Brush “Soundmir- 
ror” and all recordings were made 
on “Scotch” No. 111 plastic ree- 
ording tape. Working closely with 
the public relations staff was the 
A. F. Milliron Co., local audio- 
visual dealer. 

Once the recorded narration had 
been edited, color slides assembled, 
and duplicates made of both, the 
presentation was ready for showing. 

A standard motor coach was out- 
fitted to handle the tape recorder 
and slide projector, complete with 
blackout curtains and tiered seats. 
On pre-arranged nights this mobile 
theater is taken into the suburbs 
where the employees and their fam- 
ilies in those areas are invited to 
see the film. 

Reaction Highly Favorable 

Coffee and doughnuts served 
after each showing provide an in- 
formal atmosphere which promotes 
frank responses as to the effective- 
ness of the film. These reactions 
in writing—have been highly favor- 
able,” Shea said. ‘So favorable that 
we're planning several more of these 
effective, but inexpensive, tape-slide 
presentations.” R 

* * * 

Recorded Tapes Personalize 
Nationwide Financial Program 

* A stock market instructor in the 
midwest is currently giving more 
than 150 personal lectures weekly 
to clients in all parts of the coun- 
try without ever leaving his office. 

Robert G. Evans, president of a 
Chicago firm offering courses in 
stock market instruction, is an ad- 
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Rosert G. Evans provides lessons on fin- 
ance via tape-recorded lectures. 


vocate of the spoken versus the 
written For he had 
been searching for a way to per- 


word. years 
sonalize a series of supplemental 
courses he offers subscribers to a 
statistical and market analysis serv- 
ice. 

Late in 1949, he began experi- 
menting by tape recording two 
half-hour lectures a week for dis- 
tribution to students of the courses 
throughout the country. 

They contain Evans’ explanation 
of stock behavior and include case 
history analogies which serve as a 
basis for the subscribers’ own ap- 
plication of the course’s principles. 
They do not aim at giving advice 
on what to buy or sell. 


Solves Equipment Problem 


The obvious difficulty was to find 
a suitable method of providing tape 
recorders to participating subscrib- 
ers. This problem was solved by 
Evans in 1950, when he devised a 
plan in cooperation with the AMPRO 
CORPORATION, manufac- 
turer of tape recorders and motion 


Chicago 


picture projectors. 

Evans’ program works like this. 
To interested clients in subscribing 
to the series, he sends an Ampro 
tape recorder, a tape explaining the 
series, and some sample lectures. 
They are invited to use the recorder 
for a month free of charge. Should 
they subscribe, he includes the re- 
corder as part of the series cost. 
divided 
into groups of eight. After receiv- 
ing the tapes and hearing the lec- 
tures, they mail the tapes directly 


Series subscribers are 


to others in the group. This not 
only speeds correspondence, but 
also reduces the over-all number 
of tapes needed. 


Tape Adds Personal Touch 

Evans is voluble in his praise for 
recorded lectures as replacing the 
earlier-used written texts. Through 
tapes, he is able to present chatty, 
informal talks with the “personal” 
touch essential to a good lecture. 
He has also been able to “meet” 
his than 
have pos- 


many more of clients 


would otherwise been 
sible.During the past year Evans 
has placed more than 100 inexpen- 
sive, 16-pound Ampro recorders in 
the hands of subscribers to his lec- 
ture series. 


Disney Film Tops Aviation 

List from Association Films 

@ ASsocIATION FitMs, INC. is point- 
ing out the availability of six films 
in its four regional libraries that 
mark the 50th Anniversary of Avia- 
tion. A newly-released Walt Disney 
Technicolor film, History of Avia- 
tion tops the series, traces, in ani- 
mation, the development of avia- 
tion, starting with the home-made 
plane the Wright Brothers flew at 
Kitty Hawk in 1903. 


It covers such history-making 
events as Bleriot’s flight from 


France to England, the first car- 
rier-type take-off from the deck of 
a battleship, the airplane in World 
War I, long-distance flights by 
Lindberg, Post Gatty, 
Hughes, the start of air-mail serv- 


and and 


ice, and many uses of aircraft in 
war and peace in modern times. 
Other films in the series include: 
Airlift to Berlin (how the Allied 
Air Forces broke the Russian 
blockade of Berlin); Airways of 
the Future (Air Transport Com- 
mand’s contributions to long-haul 
flight): Air Transportation (feeder 
charter lines, larger  air- 
Look to the Skies the role 
of tactical air support in modern 


lines, 
lines) : 


war): and Your Career in Avia- 
tion (job opportunities in avia- 
tion). 










You should own the McGraw-Hill book 
FILMS IN BUSINESS AND INDUSTRY 


by 


HENRY CLAY GIPSON 


President of 


FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
250 titles) in color filmstrips for use in 
education. 


$5.00 postpaid from FILMFAX PRODUCTIONS, 1I0 East 43rd St., New York 17, N.Y. 
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GREAT MOTION PICTURES ARE PROCESSED BY 


ERROL FLYNN, 
/ ndepr mdent Producer, SAYS? 


i'm using the great 
new Pathecolor film 


... Lam now shooting my first Pashécolor film in Rome, 
and I chose Pathécolor because it gives me Lifelike 
Color in every situation and on every set...and Parhé 
gives me daily overnight processing.” 


You owe it to your next picture to see 
the Pathécolor demonstration reel / 
day. Phone tor a date: In New York it’s 
TRafalgar 6-1120 and in Hollywood 
it’s HO]ywood g-3961. 
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Both New York and Hollywood Have Compl Ith & Laboratory Facilitic 
75MM ° 16MM * COLOR © BLACK AND WHITE 
Tithé ia oratories, Inc. is a subsidiary of Chesapeake Industries, Inc 
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TV FILMS 
INDUSTRIAL » DOCUMENTARY FILMS 


and FEATURE Motion Pictures 


Four complete recordings of the following libraries 


Paxton - Bosworth - Harmonic 
Francis Day & Hunter 


Also the 


existance. Anything from a 


largest selection of sound effects records in 


cats meow to lion's roar’ all on 


MAJOR RECORDS 


SEND FOR FREE CATALOG 


THOMAS J. VALENTINO, INC. 


Established 1932 


150 West 46th Street New York 36, N. Y. 


MUSIC CLEARANCE ON ABOVE CATALOGS ARRANGED BY OUR FIRM 
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Cannon Electric Makes “Contact” 
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DESIGN plays an important part umn 
solid 


proach to needs of various indus 


Cannon's engineering ap 


fries 


® More than 300 


technical instructors were guests of 


engineers and 


the Cannon Electric Company on 
March 5 for the premiere showing 
of the company’s 30-minute sound 
and color film Contact, at the Insti- 
tute of Aeronautical Sciences, 7660 
Beverly Blyd., Los Angeles. 

The outgrowth of an idea jointly 
Sales and 
Engineering Departments and their 
advertising agency, Hixson & Jor 


conceived by Cannon's 


gensen, Inc., of Los Angeles, the 
film was designed primarily to aid 
those in the electrical industry con 
cerned with the selection of various 
types of connectors and plugs and 
to instruct various engineering per- 
sonnel, 


Aids Proper Selection 
Produced by the Raphael G. Wolfl 
Studios, the film 
technical subject of selection and 
illustrates clearly and interestingly 
the basic 


dramatizes this 


characteristics involved 
in choosing the proper connector 
from among the many thousands 
available today. 

In clarifying the approach neces- 
sary to reach a decision in the tech 


field of 


the movie utilizes such 


nical connector-selection, 
scenes as 
diving rocket planes, musical se- 
quences, radio and recording ap- 
paratus and television techniques 

all operations vitally concerned with 
electric and electronic connectors. 


Builds Use of 


Included in the film are anima 


Literature 


tion scenes showing the Cannon 
Plug Guide, a publication designed 
as an accurate guide towards deter- 
mining the proper type of connector 
for any particular job. In this scene, 
viewers are shown how to use the 
guide and how to locate it in Sweet's 
Product Design File. 

Following the premiere, those in 
attendance were presented with a 
Cannon “Plug Guide” and a folder 
which carried facts outlining the 


New R. G. Wolff Picture 
procedure necessary to procure the 
film for future showings. 

“The film was produced for any- 
electrical or 
Crofton 
lones, Hixson & Jorgensen account 


one working in the 
electronic industries,” 
executive, said. “It was made for 
those who design, engineer. make. 
install or service electrical or elec- 
tronic components, 


equipment.” 


instruments ot 


Modern Will Distribute 
By making the film available 
across the nation through the facil- 
ities of Modern Talking 


Service Inc., Cannon hopes to solve 


Picture 


one of its biggest problems the 
problem of proper selection. 

The film and its accompanying 
vuide and folder make little attempt 


to Serve Electrical Industry 


to “sell” Cannon, specializing in the 
educational and informational ap- 
proach and emphasizing the proper 
method of connector selection. 

In making its point, the film 
points out many of the important 
factors to be considered before se- 
lecting the best connector for any 
particular job. Covered are such 
considerations as voltage require- 
ments, number and spacing of con- 
tacts, polarization, mounting de- 
vices, disconnect systems, moisture, 
heat and flame resistance. And, par- 
ticularly. the film illustrates the use 
of a simple visual aid in selecting 
the plug best suited for a definite 
job. 


Contact that 


even the sound technicians employed 


So engrossing is 





JUDSON 6-0853 


UPON REQUEST... 


TTT 





WHAT IS COLOR CORRECTION??? 


If your laboratory can alter the color as- 
pect of any scene in your original and in- 
dependently treat each scene within a 
production as a separate picture, ONLY 
then have your prints undergone true 


color correction . . . 


THE STEP PRINTING EQUIPMENT 
used by COLOR SERVICE CO. INC. was 
designed by our own engineers specific- 


ally to overcome this problem Facey 


FOR PROMPT PERSONALIZED 
SERVICE by exclusive color experts and 
specialists—for the finest COLOR COR- 
RECTION in 16mm prints . . . 


COLOR SERVICE CO., INC. 


PRICE SCHEDULE AND BROCHURE AVAILABLE 


NETS. ST RE ale Fi arm mee 
o_o * -—- * tert ~# 


115 WEST 45th STREET 
NEW YORK 36, N. Y. 








AIRCRAFT ASSEMBLY with its maze 
of electrical connectors shows com- 
plexity of Cannon’s selection guide. 


in dubbing the sound to the film. 
technicians who see scores of movies 
a week, in their work, were fascin- 
ated by the thousands of other jobs 
performed by similar equipment. 

The film will be made available 
free of charge, except for transpor- 
tation costs, to all interested con- 
cerns. Cannon feels the film will re- 
sult in speedier, more economical 
and more accurate service to its con- 
sumers. ty 

” * * 

Flying Hunter Produces Picture 
For Piper Aircraft Corporation 

* Lee Wulff, world-famous author- 
ity on hunting and fishing, has pro- 
duced a 23-minute Technicolor film 
called Wings for the Hunter for the 
Piper Aircraft Corporation. The 
picture is a sequal to Wings for the 
ingler which Wulff made for Piper 
and Edo several years ago. 

Wings for the Hunter shows Lee 
Wulff teaching proper hunting and 
good safety practices and the finer 
points of bird shooting to his two 
Everything from hunting 
Hungarian partridge on Prince Ed- 
ward Island to some of the world’s 
finest goose shooting on the west 
coast of Mexico is taken in by the 
film, with 
shots interspersed. 


sons, 


some excellent flying 

A limited number of copies are 
available for showings from the 
sales department, Aircraft 
Corporation, Lock Penn- 


Piper 
Haven, 
sylvania. 
o o * 

The Story of Reclaimed Rubber 
Is Told in Full Length Picture 
* The story of reclaimed rubber 
has been brought to the public in 
a full length color motion picture 
released early in March by the 
Mipwest Rupper RECLAIMING 
Company, East St. Louis, Illinois. 

PARAGON PictTuREs, INC. wrote 
and produced the film which is a 
dramatic presentation of how scrap 
rubber tires are transformed into 
new industrial materials. 200 tons 
of the product go out each day. & 
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Audio-Visual Trade Fare 


News Along the Film Production and Equipment Lines 


“California” Receives 1952 Award 
From Freedoms Foundation Jury 

* California, first in a series of 
films entitled “States of Our Na- 
tion” produced by MouLin anv 
ASSOCIATES, received one of the 
1952 West Coast Freedoms Founda- 
tion awards, Sponsored by the Free- 
doms Foundation of Valley Forge. 
Pennsylvania, the awards are made 
by a jury composed of chief jus- 
tices of state supreme courts and 
officers of national patriotic and 
service organizations. 

The underlying theme of Cali/or- 
nia is free enterprise. The impor- 
tance of that idea to the growth and 
prosperity of the United States is 
shown through the history and de- 
velopment of California. 

The picture has been widely 
used in schools and colleges in 
courses which require a knowledge 
of American history. It is available 
through Moulin and Associates, 62] 
South Lebanon, Los Angeles 17. 

* * * 


Five Star Productions Will Make 
Theatrical Color Ad-Films in 3-D 

* Five Star Propuctions, Ine.. 
Hollywood theatre and TV spot pro- 
ducer, has signed for exclusive ad- 
vertising use of Dunning color three- 
dimension cameras. Production will 
be in 35mm color. geared to the 
12.000 theatres in the United States 
which now use commercial minute 
films. 

Theatres not equipped for the new 
process will be able to use the films 
in normal projection with a single 
negative. “Single negatives also can 
be reduced to black-and-white L6mm 
for television usage.” Harry WAYNE 
McMann, president of Five Star 
said, “and the Dunning experts as- 
sure us that 3-D television, utilizing 
polaroid glasses. will be available 
before the end of the year.” 

Commercials in 3-D also can be 
reduced to l6mm color for projec- 
tion to dealer meetings and many 
institutional and industrial uses ac- 
cording to McMahan. 


William Van Praag Outlines Work 
Of Company’s Experimental Unit 
* At the opening of his newly ex- 
panded facilities WittiaM VAN 
PRAAG, president of VAN PRAAG 
PropucTioNs, outlined several im- 
proved techniques for filming TV 
commercials developed in his ex- 
perimental unit during the past 
vear. 

Foremost among the processes is 
one used in the latest Lincoln-Mer- 
cury commercials which uses a new 
wide angle lens to film areas never 
before deemed practical. Also ac- 
cording to Van Praag the company 
has perfected lighting techniques 
which eliminate the flatness and 
graininess of process backgrounds. 
He said these developments were in 
addition to “Expedited Production” 
which delivered 15 prints 45 hours 
after receiving the story boards. 


Ampro Appoints Sales Supervisor 

+ Appointment of C. RicHarp 
SMITH as regional sales supervisor 
in the Tape Recorder Division of 
AMPRO CORPORATION was an- 
nounced last month by Howarp 
Marx, vice president and general 
sales manager. Smith will headquar- 
ter in Collingswood, New Jersey and 
coordinate sales and merchandising 
programs of Ampro distributors in 


New England, New York and the 
mid-Atlantic states, 


Audio & Video Products Appoints 

R. D. Winston as Sales Manager 

* The appointment of Roserr D. 
WINSTON as sales manager of the 
Commercial Products Division, 
Avupio & Vipko Propucts Corpo- 
RATION has been announced by 
KENNETH B. Bootie, vice president 
for sales. In his new capacity, Mr. 


Winston will be 


cerned with radio. TV. film. audio. 


primarily con- 


recording and music markets for the 


company s equipment and services. 








TRANSLUCENT SCREENS for REAR PROJECTION 


We Manufacture a Complete Line for 














All 16mm, Television & Display Use 


NEW: Black translucent screens 
available for immediate ship- 
ment in any standard size. 











NEW: White or blue translu- 
cent screens in any size, with 
or without frames. 








PIPER MANUFACTURING COMPANY 


3146-48 W. Lake St. ° 
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Perfect Processing Possible 








BRIDGAMATIC 216C35 Combination 16/35mm 
Positive film speed 900' per hour $4,495 


BRIDGAMATIC JR. $1095 


Good for small labs., pos. speed 600’ per br. 






FILM PROCESSING EQUIPMENT 


Controls your production from the start 
BRIDGAMATIC, straightline “Add-A 
Unit" idea lets you buy the basic machine 
with stainless steel tanks, then add re-circu 
lation, aeration, refrigeration, replenishment 
filtration, etc. as needed. Costs little more 
than old fashioned, cumbersome slow act 
ing rack and tank methods. 

BRIDGAMATIC removes the “guess,” saves 
valuable time, protects precious negatives 
produces cleaner pictures. Develops and 
dries ready for showing same day events 
occur. 


After years of use, here's what owners 

say: 

Gray-O'Reilly — ‘Results uniform — 
scratch." 

Alabama U.— Very satisfactory on TV 
films.” 

Reela Films, Inc.— "Happy with our 2 
Bridgamatics." 

Empire State Prod.— "Simple operation 
certainly pleasing.” 


not a 


AGENTS FOR: Acme Animation, Acmiola Editors, Auricon Super 1200 Cameras, Bardwell & McAlister Spots, Bel! 
& Howell Printers, Blue Seal Recorders, Bodde Background Screens, Century Lighting, Contimatic Printers, Color 


tran Lites, Fearless Cranes & Dollies, Hallen Recorders 


Kinevox Synchronous Magnetic Recorders, Mole- Richardson 


Lights, Moviolas, Precision Sound Readers, Raby Blimps and Gearheads, 8.0.8 Edge Numbering Machines, Studic 
Sound Readers and Synchronizers. MANY ITEMS AVAILABLE ON TIME PAYMENTS 


§.0.5 CINEMA SUPPLY CORP. 


DEPT. H 
602 W. 52nd ST., N.Y. 19 
Cable: SOSOUND 


NOW clearer, sharper 
SLIDES and TRANSPARENCIES 


For Your 
VU-GRAPH 


or 


PROJECTOR 


photographs, annual reports. . . 


full color. 


1168 6th AVE., 








VISUAL CAST 





ADMASTER has the know-how for any technical problem .. . 


no job is too small for ADMASTER'S skilled specialists. 


ADMASTER SAVES YOU MONEY... 


the ADMASTER price list reproduced on a sample black and white 
ADMASTER slide. Mail your request TODAY to: 


ADMASTER prints INc 


N. Y 36, N. Y @ Phone: LUxembera 2 1396 


$450 


for 1 black and white 
line slide 





ADMASTER specialists in the field of slides and transparencies, 


assures projection of crisp, clean images from any copy .. . 


mops, 


even sketches or drawings! 


ADMASTER specializes in fast competent work . 


service for all black and whites, and ozachromes .. . 


24 hour 
72 hours for 


send for a FREE copy of 




















NEW PRODUCTS 





AUDIO-VISUAL EQUIPMENT FOR PRODUCTION & PROJECTION 


The “Wireless Mike” 


New “Wireless Mike" Eliminates 
Boom Mike in Film Production 

* A complete miniature FM radio 
station has been developed by the 
STEPHENS MANUFACTURING CoM- 
PANY, Culver City, California and is 
being marketed by RoTHreper, 
Yuut & Baxter, Inc. of Beverly 
Hills to liberate film production by 
providing a “WireLess Mike” which 
is said to eliminate need for the 
boom mike, allowing shots never be- 
with 
pickups and 


fore possible conventional 


sound simplifying 
lighting. 
7 7 * 

Inexpensive Stereo Slide Protector 
Introduced by Revere Camera 

* A transparent plastic shield for 
holding and protecting stereo slides 
has been developed and introduced 
by Revere CAMERA CORPORATION, 
in conjunction with the marketing 
of its new “33” Stereo camera. The 
new protector, the first of its kind, 
holds stereo transparencies, gives 
good visibility, protects the picture 
from fingerprint smudges, etc., and 
ean be wiped clean with a damp 
cloth or easily replaced if scratched. 


New RCA Professional Projector 

Is Designed Specifically for TV 

* A new 16mm film projector spe- 
cifically designed to meet the pro- 
fessional requirements of television 
stations has been announced by the 
Engineering Products Department 
of the RCA Vieror Division, Rapto 
CORPORATION OF AMERICA, 

The new Type TP-6A projector 
has been newly engineered from 
base to reels in order to incorporate 
improvements resulting from RCA 
research into means of improving 
the broadcast quality of filmed TV 
programs. 

These 
new f£/1.5 lens, framing system, and 
dual focus arrangement that con- 
tributes to picture quality, and a 
new broadcast-quality amplifier, the 
company reported. Large 4000-foot 
reels with compensation take-up, a 
2-3 claw intermittent operating in 


improvements include a 


oil, and an automatic lamp change- 
over combine, RCA stated, to pro- 
vide maximum operating conveni- 
ence and “on-with-the-show” reli- 
ability. 

The new projector will be used in 
TV studios to project images from 
16mm motion picture sound film 
into the film camera of a television 
system, as well as to provide for 
accompanying sound reproduction. 


* - * 


National Carbon Adds New Lamp 
To Its Line of “Suprex’’ Carbons 


* The National Carbon Company 


recently announced a new “Sup- 


rex” positive projector carbon for 





Expert Factory Repairs 
Lenses mounted —“‘T” stopped — 
calibrated and tested. 





“the WORLD is 
our CUSTOMER” 


WE SELL © WE RENT © WE SERVICE 


the film and TV needs of the universe. 
A complete line of 35mm and lémm 


Cameras, Moviolas, Dollies and accessories. 


MITCHELL © BELL & HOWELL © MAURER © AURICON 


Lighting & Editing equipment. Processing 
Machines. Whatever your needs—you name 
it—we have it. 


; FRANK C. ZUCKER 


(_ AMERA Equipment ©. 


1600 BROROWAY NEW YORK CITY 





use specifically in all mirror type 
variable feed ratio lamps. 

At 42-50 
“Suprex” 


amperes the 7mm 


positive carbon gives 
more light at the same carbon con- 
sumption, according to company 
reports, it will give the same light 
at less current and lower carbon 


consumption than its predecessor. 


Edge Numbering Machine 


Need for Film Edge Numbering 

Met by New S.O.S. Machine 

* Widespread use of films in tele- 
vision and more recently the use of 
multiple films in 3-dimensional mo- 
tion pictures makes film edge num- 
bering almost mandatory. To fill 
this need S.0.S. CINEMA SUPPLY 
Corp. has placed on the market the 
S.0.S. Visible Edge Film Number- 
ing Machine, for both l6mm and 
35mm film. 

Various units of this device are 
mounted on a cast aluminum base. 
The film movement is non-intermit- 
tent. Numbering is effected by an 
automatically operated metal num- 
bering block which prints the foot- 
age number on the film at each 
revolution of the sprocket. The film 
subsequently passes over a series of 
drying rollers and elevators before 
being rewound. A bristle brush and 
felt pad are fitted to keep the num- 
bering block clean. 

The central lubricating point is 
provided for all working parts of 
the main mechanism. Film capacity 
of the machine is 2000 ft. and the 
printing speed is 50 ft. per minute. 
The 16mm model prints between the 
perforations only but the 35mm 
model can be supplied to print be- 
tween the perforations or on the 
outside edge. 

Standard numbering block is for 
6 figures either with 2 handset and 
4 automatic figure wheels, or 3 
handset and 3 automatic. Both 
negative and positive films can be 
numbered. Supply coupling is by a 
special plug, suitable to take flexible 
tubing, and a built-in switch is pro- 
vided. The finish is bright black 
enamel and chromium 
plate. 


polished 


The Busch Cinesalesman 


New Continuous Rear Projector Has 
800 Ft. Power Driven Magazine 

* CINESALESMAN is the name of a 
new type of continuous, self-con- 
tained, rear l6mm sound motion 
picture projector. A recent develop- 
ment of the Busch Film and Equip- 
ment Company, Saginaw, Michigan, 
the “Cinesalesman” offers a depar- 
ture from continuous procedures. 

Noteworthy among the new fea- 
tures of the projector is the 800 ft. 
capacity, power-driven continuous 
film magazine which slides into the 
projector mechanism and operates 
without exerting film tension on 
either the take-up from the projec- 
tor or the feed to the projector. The 
continuous film magazine is of low 
cost, making it feasible when a 
change in film subject is desired, to 
buy a replacement magazine and 
with film in place slide the maga- 
zine into the projector. 

Two “Cinesalesman” models are 
available, one for continuous rear 
projection only and one model that 
can be used in three ways, namely 
as a_ conventional 16 mm sound 
projector using a regular screen, or 
the self-contained translucent TV 
simulated 91 square inch screen, or 
as a continuous projector with the 
picture projected onto either a regu- 
lar screen or onto the self-contained 
screen. 

As in all Busch continuous rear 
projectors the basic picture project- 
ing mechanism and sound reproduc- 
ing system is identical to the mech- 
anisms incorporated by the DeVry 
Corporation in its DeVrylite “5,” 
single case 16 mm portable sound 
projector. The projector weighs 36 
pounds and measures 12” wide, 14” 
high and 22” long. Write direct to 
Busch Film & Equipment Company, 
27 Jarvis-Yawkey Court, Saginaw, 
Michigan, for details. 


COLORSLIDE AND FILMSTRIP 
O15) ler wal. ic 
FRANK A 7 @) 4) a) 


7619 Sunset Boulevard 
Los Angeles 46, California 
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Development of Dual-Purpose Projection Screens 


Promises to Eliminate Need for Room Darkening 


* Development of a series of revo- 
lutionary dual-purpose projection 
screens for third-dimensional 
movies or “daylight” showings in 
classrooms or homes has been an- 
nounced by the Glometer Corpora- 
tion, Buffalo, N. Y. firm. 

Built-in controls virtually guar- 
antee theatre-goers at third-dimen- 
sional movies perfect vision “from 
any seat in the house,” according 
to Agis I. Mihalakis, Glowmeter 
president. 

“While one new Magniglow 
screen is designed to eliminate dead 
spots in theatres where the third- 
dimensional movie may become 
fuzzy or fade,” he said, “another 
does away with the need for room 
darkening procedures in _ class- 
rooms ... or industrial conference 
rooms wherever movies are shown.” 
(Ep. Nore: the italics are ours.) 


No Interference From Light 


The latter, which does dual duty 
for either 3-D or flat projections, is 
not affected by ambient light com- 
ing through windows, from electric 
lights or other sources, the Buffalo 
manufacturer pointed out. 

A durable laminated “sandwich” 
made of Monsanto Chemical Com- 
pany’s Ultron vinyl and Vuepak 
acetate, the Magniglow screen is 
the approximate thickness of a con- 
ventional screen. The units were 
demonstrated recently to stock- 
holders, press representatives and 
other leading citizens of Buffalo by 
Glowmeter officials. Five major ad- 
vantages were claimed for the 
screen, 

1. Uniform brilliance over any 
specified field of vision. 

2. Maximum return of light en- 
ergy to all designated area of vi- 
sion. 

3. Dual-purpose in its ability to 
serve for both 3-D or color-stereo 
and flat projections. 

4. Maximum color fidelity. 

5. A tailor-made versatility to 
meet the precise needs of any pro- 
jectionist or audience. 


Radiant Will Distribute 


Other screens designed for the 
photographic supply stores and for 





SPECIAL OPTICAL EFFECTS 
AND TITLES 
On the “Fireside Theatre’ TV Series 


by 
RAY MERCER & COMPANY 


4241 Normal Ave. + Hollywood 29, Calif. 
Send for Free Optical Effects Chart 
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audio-visual use will be produced 
as soon as possible later this year 
for distribution by the Radiant 
Manufacturing Corporation of Chi- 
cago. Later, Glometer plans a 
fourth model for the outdoor thea- 
tre scheduling 3-D films. 


Adapted to Mass Production 


Glowmeter’s process for the Ul- 
tron-Vuepak combination is cov- 
ered by patent application. The 
manufacturing process has been 
adapted to mass production at a 
cost that will make the new screens 
competitive with conventional 
screens, company officials said. 

In preparing for development of 
the screen for classroom, home and 
industrial use, Curtin investigated 
the needs of a number of schools 
between Los Angeles and San 
Frnacisco where intense sunlight 
hampered movie showings during 
school hours. 

“Room darkening methods such 
as heavy drapes not only were ex- 
pensive,” Curtain said, “but also 
were only partially effective. The 
Magniglow screen for daylight 
showings is designed to overcome 
this problem. In effect, it ignores 
the ambient light coming from out- 
side the area of vision of the class- 
room and reflects the undiluted im- 
age to students within the specified 
observation range.” 


Handles Like Present Fabries 


Similarly, he claimed that the 
screen would show equal results in 
a home or conference room with all 
house lights on and curtains un- 
drawn. Another advantage reported 
by Curtin was the control of the 
range of vision vertically as well as 
laterally. “The Magniglow screen 
does not waste any of the energy of 
the projection by reflecting it above 
the heads of the audience,” he said. 

Conventional in everything but 
performance, the Magniglow screen 
looks like its ordinary counterpart. 
and rolls up for packing or storage. 

Glometer Corporation was form- 
ed to produce automotive instru- 
mentation equipment and provide 
engineering service. The Daylight 
Magniglow Screen is a direct out- 
growth of the firm’s experiments 
with a safety device for reflecting 
speedometer readings on the wind- 
shield at an angle visible only to 
the driver. A tiny screen for the 
windshield that would register the 
speed in daylight was required. In 
developing this device, the Magni- 
glow screen was created, Ge 
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* PRINTING 
* RECORDING 
* PROCESSING 


All 16mm Motion Picture and 35mm Slide 
& Filmstrip Services. Radio Transcriptions 


Tape Duplicating 


EIN 


224 ABBOTT ROAD 
EAST LANSING, MICHIGAN 





ATTENTION: Film Buyers, Program Directors, 


Film Producers, Agency TV 
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35mm 
Model 11 


A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 





For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 
just one outstanding ARRIFLEX feature. 





Equipped with bright, right-side-up image finder, 
614 x magnification. Solves all parallax problems. 
3 lens turret. Variable speed motor built into 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 
filming. Takes 200° of 400’ magazine. 
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WRITERS 
ASSOCIATED — 


A pool of professional writing tal- 
ent with experience in film scenarios, 
live television, radio, journalism, 
magazines, public relations. 

Our editorial background includes: 
The March of Time, NBC & CBS net- 
works, Life. The New York Times, 
The Journal-American, The Associat- 
ed Press. 

Our sports expert has worked in 
every medium. 

Our emphasis is on professional 
quality--and speed —at a reasonable 
coat, 

Our combined experience in one 
package can solve any writing prob- 
lem. If it can be put into words 
we can write it. 

BOX LC. BUSINESS SCREEN 
489 Fifth Ave. New York 17, N.Y. 




















7.500 USERS READ BUSINESS SCREEN 





SEE the Selectroslide 


Fully automatic projector * * * 48 2x2 slide 
capacity 750-1000 watt projector * * * Remote 
Control. 

For personnel instruction, sales meetings, show- 
rooms and Customer Service presentations. 
Ask for a demonstration and be convinced 


Write jor SPINDLER & SAUPPE 


y) for hi 2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 











FIRST IN INDUSTRY: BUSINESS SCREEN 





IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
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Northwest Empire 
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winter was almost upon us. We had to get 
this stuff and soon. 

About seven thirty the fog thinned a little and 
soon a ray of sun shot out. Inside of a few 
minutes we were rolling south headed for our 
first shots. Ragged masses of fog were scudding 
across the sky before a stiff wind but the air 
was clean and sharp. 

That old saying that anticipation is greater 
than realization didn’t hold good today. Both 
Jack and I had built up this sequence so high 
in our imagination that by all the rules of logic 
we should have missed a mile in transferring 
our imaginings to film. But the Pacific came 
through in great style for us. It had been coy 
long enough. Now wind, tide and all the forces 
that can conspire with this great ocean came to 
our rescue. [ had never before seen such a magni- 
ficent show of wind-whipped, beaten, boiling 
surf. Great white streamers that looked like they 
had been beaten like a milk shake writhed and 
twisted and broke; then shot up like a living 
thing. The wind whipped the cream-colored 
froth off the crests sending it tumbling in weird 
design. We were pushing film through the cam- 
eras as rapidly as we could. Much of the stuff 
we shot over-speed to slow down the amazing 
action. 


Meeting Nature More Than Halfway 

Finally Jack observed a place at the end of a 
cove where we could photograph giant waves 
coming full into the camera. I thought it was a 
good idea as he hurriedly sketched it yelling at 
the top of his lungs against the roar of wind 
and surf, 

“Okay! Okay,” I yelled back. “Sounds good 
but what happens to us and the camera after 
the wave breaks. I had been watching the spot 
and had seen some waves break almost thirty 
feet in the air. 

Jack grinned “you know what you always 
say—nuts to the risk—let’s get the picture!” 

He had me there. We struggled over the 
rocks and got into the notch at the end of the 
cove. A monstrous wave broke over the rock. 
You could actually feel the ground vibrate. As 
soon as it subsided we slipped and slid out onto 
the rock hurriedly setting up the heavy tripod 
with the camera on it. While I struggled to level 
the head Jack was standing back to the ocean 
to keep the spray off of the lens while he focused 
it and set the diaphragm. We were working 
frantically to get ready for the next big comber 
but we didn’t quite make it. 


Our Big Try for a Great Scene 

With a roar like Niagara a big white wave 
hurtled into the rock, shot in a rising white crest 
into the sky and then fell——on us. Several tons 
or so it felt—-descending abruptly can give out 
quite a mauling. Jack and I hung onto each other 
and the camera. The only thing that kept us from 
being knocked flat was the tripod over which, 
when the wave subsided, we were draped like a 
couple of wet garments on a clothesline. We 


finally crawled off of the rock like a couple of 


wet pups. It was certainly no spot to get caught 
in a second time. 

But the wetting did not bother us much and 
we kept on shooting until almost dark. Then 
with our film supply almost exhausted and our- 
selves in not much better condition we piled our 
sodden bodies into the station wagon and 
headed for warmth and comfort. We felt that 
we had finally finished Northwest Empire and 
we had a strong hunch that the finish was 
going to be a little out of the ordinary. And so 
it turned out. 


Team-Work on the Finishing Stages 

In Hollywood we put in the usual time in 
editing, writing, scoring and recording. Here 
we have a small group of people who have work- 
ed together on the production phases of Union 
Pacific motion pictures for nearly fifteen years. 
Having worked together for so long we have de- 
veloped a team-work system that gives maximum 
freedom and good results, 

Since we were not locked down to any particu- 
lar treatment Hal Rice worked out several edi- 
torial ideas and we chose the one we liked best. 
The picture jelled pretty well much as we had 
figured it out as we shot it. Edward Paul, musical 
director, gave the film a very effective musical 
score with particular emphasis on the opening 
and close of the picture. An interesting combi- 
nation of reverberated voices together with a 
large orchestra and an original score set the stage 
for the opening of the picture and takes over 
for the finale which is made up of an interesting 
blend of water-action and music in a manner not 
ordinarily found in industrial film production. 
In order to take advantage of the full force and 
effectiveness of the music the commentator is 
dropped about two minutes from the conclusion 
of the film. The spirit of the northwest country 
is captured in the title backgrounds by Phyllis 
Tanner, Hollywood commercial art designer. 
George Brandt wrote the commentary and the 
commentator was Gayne Whitman. 


“Northwest Empire” in 3 Versions 

We had hoped to come out with a picture of 
approximately thirty minutes screen time. How- 
ever. to do justice to the subject we were forced 
to extend the picture to thirty-nine minutes. A 
short version of the picture will be produced 
later as well as a twelve and a half minute tele- 
vision subject in black and white. eg 
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introduction of sound. On its first appearance, 
each of these innovations set impressive box 
office records, 

By analogy we might expect the stereoscopic 
picture technique to go through a similar cycle 
of development: For a time the technique alone 
will attract the crowds; we might then expect a 
great number of three-dimensional films to be 
produced in haste and rushed to the theatres in 
an effort to exploit the first public surge of en- 
thusiasm. Because of the deficiencies of these 
hastily-produced films, we might then predict a 
flagging of public interest, a reaction of the 
industry against the stereoscopic technique as a 
consequence, and a period of relative inactivity 
in the field, followed in time by a steady and 
constructive growth as the more far-sighted pro- 
ducers perfect the medium and incorporate it 
into the art. 


Reaction & Rebuilding May Follow 

Stereoscopic pictures may go through all of 
these stages. Already the rush is on to get pic- 
tures before the public. There is good reason to 
hope, however, that the technique may not have 
to go through the stage of reaction and re-build- 
ing. Leaders in the industry are apparently mak- 
ing every effort to see that their first stereoscopic 
pictures are good entertainment as well as good 
examples of the stereoscopic technique. Many 
have summed up their attitude in almost the 
identical words, “There is no substitute for a 
good show.” 

There is also good reason to believe that they 
are equally determined to make their pictures 
comfortable to look at. The human eve is exceed- 
ingly adaptable. It was often affronted, however, 
in the early days of the motion picture, until 
the artists and technicians of the industry search- 
ed out the ground-rules for comfortable viewing. 
Conventional movies are now easy on the eyes 
because they are made to be comfortable, never 
exceeding the now well-explored tolerances of 
the eye. Stereoscopic pictures can be equally 
comfortable. Shoot the picture correctly, pro- 
ject it correctly, and it will be comfortable for 
the audience. The Polaroid viewing spectacles 
are completely “neutral” in this respect. They 
add nothing. subtract nothing. so far as visual 


comfort goes. 


Polaroid’s Next Contributions Are Reviewed 

Assuming. as it now appears, that the industry 
will apply their best artistic resources to the 
technique, we in turn have several basic contri 
butions to make: 

1. We can be of special service to the industry 
in setting forth the technical ground rules re- 
quired for effective and comfortable stereoscopic 
photography for theatre-sized screens. This can 
save the time and effort that might otherwise be 
spent in repeating research that we and others 
have already completed. 

2. As the source of polarizing materials, we 
have a further opportunity in connection with 
the filters and viewers. We are preparing to meet 
the huge quantity demands of the whole industry 
(CONTINUED 
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(CONTINUED FROM PAGE SIXTY-NINE) 
for viewers both in the United States and abroad. 
We will keep improving the design of the viewer 
so that it will be even more acceptable to audi- 
ences, keeping it, at the same time, so inexpensive 
that every patron can continue to be given a per- 
fectly fresh viewer for each performance. If 
there is sufficient demand, we can provide per- 
sonal glass viewers for those who can afford 
them. 

3. We can make an even geater contribution 
to the success of the new medium by making 
available, for release prints. Vectograph motion 
picture film which carries the necessary left- and 
right-eye images on one and the same film. 


The Limitations of Linked Projectors 

The system currently used in Bwana Devil and 
other pictures requires the linking together of 
the two projectors, already existing in the theatre 
projection booth, for the simultaneous projection 
of two separate films. The industry is success- 
fully handling the mechanical problems involved. 
The task nevertheless places a considerable bur- 
den on exhibitors, not only for the initial equip- 
ment but also for assuring correct projection of 
the pictures. Because both existing projectors are 
used simultaneously, the picture must be inter- 
rupted occasionally for the insertion of new 
reels, 

The Vectograph Motion Picture Film 

Our Vectograph film, when it is made avail- 
able, will eliminate all annoyances. A 
single film of standard dimensions carries both 
of the images required. A single standard pro- 
jector, without any change, projects the film. The 
images themselves are polarizing images, so that 
no separate polarizing filters are necessary. No 
special equipment, accessories, linkages or other 
special arrangements are necessary in the pro- 
jection booth. The projectionist need not be 
aware that he is showing a stereoscopic picture. 

Vectograph will be made in color or black and 
white, and in both cases the system has the high- 
est possible optical efficiency, making full use of 
all light theoretically available. 

Aside from its obvious economic advantages, 
one of the most important results of this simpli- 
fication may be to release the full creative ener- 
gies of the motion picture industry from preoc- 
cupation with the mechanical aspects of stereo- 
scopic pictures so they can be concentrated on 
the mastery of the artistic aspects. 

Here is the great challenge and the great op- 
portunity. Over the years, the motion picture 
industry has given the world a succession of 
spectacular demonstrations of the power of real- 
ism in entertainment. first, with the motion it- 
self; then with sound; then color. Now the 
talents of this same industry have, quite literally, 
a new dimension to exploit; all the space in the 
world (again, quite literally) to work in. This 
space can be thrown away, as a passing novelty. 

Or the industry can determine to use the 
space, the solid realism of the new dimension, 
as a true addition to the medium they have 
created. This would be our best assurance that 
people will be wearing glasses after the novelty 
has worn off; they will be enjoying themselves, 
carried away by the realism of the art. a 
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Footnote on Distribution: Marathon 

Scores on Sustaining Television 

* The Budd Company's new film, Clear [ron 
which was released early this year, has, in a 
manner of speaking, paid for itself in 38 days 

On January 30. it was offered to television 
stations to be run on a sustaining basis. By the 
10th of March, 103 stations had shown the film 
some of them more than once, for a total of 
141 times. If this time had been bought, th 
cost would have exceeded $35,000, an amount 
more than the total cost of the film, including 
prints, 

This quick return of investment is only the 
beginning of the Budd Company's use of the 
film. For several years to come, Clear /ron will 
he shown to non-theatrical audiences in clubs 
and schools, on new television stations as they 
open, and in theatres. 

Production and distribution of sponsored 
“public interest” films like Clear /ron is a sp 
cialty of Marathon TV Newsreel, which besides 
the Budd film, has produced and distributed 
such pictures as The Guardian Angel for Sikor 
sky Aircraft (71 stations, 110 times played, 
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The Power To Fly 
for United Aircraft (107 stations, 181 times 
played, time value over $30,000): and The 
Screen Story for Chicopee Mills. Inc. (64 sta- 
tions, 91 times played, time value $15,983.23). 

Varathon’s Konstantin Kalser. 


says there is nothing mysterious about success- 


time value over $25,000) : 


president, 


ful distribution of films to television stations. 
You've got to have an appropriate film—some- 
thing entertaining and in the public interest, it 
has to be planned for television use as to run- 
ning time and suitable film quality for 
r'V screening, and it has to be “non-commer- 
cial.” Other than that, Marathon just sends out 
a letter describing the film and waits for the 
station requests, 


good 


Possibly stations, from previous experience, 
feel pretty receptive to Marathon’s current re- 
leases, because in the case of Clear Iron over 
half the stations now on the air requested it im- 
mediately and played it during the first three 
weeks after its release. 

Marathon keeps a careful record of the time 
and day a station plays the film and what the 
time would cost commercially, but is leery 
about claiming any audience totals. “We can 
startle ourselves by adding up station audience 
estimates, but we know that at best they are 
just guesses, and sometimes pretty rosy ones,” 
Mr. Kalser says. Pressed for some method of 
estimating an audience conservatively, Mara- 
thon sometimes uses a rule of thumb of 10% 
of the total TV sets in the station area. This 
takes into account that there will be more view- 
ers at night than in the day time, more in single 
station areas than in locations like New York 
where seven stations compete for the viewer's 
interest, but the 10° overall figure is supposed 
to even out discrepancies reasonably well. 

Marathon sees an even bigger future in tele- 
vision film distribution as new stations begin to 
go on the air this year. Television eats up ma- 
terial so fast there is a constant demand for 
new films. Canny film sponsors who can offer 
good films and keep their names way in the 
background are filling the gap. a 


SMPTE’s Progressive Program Helps 
Expand Wider Use of Visual Media 

* A six-point program of expanded motion pic- 
ture and television technical services, authorized 
recently by the Society of Motion Picture and 
Television Engineers, has been announced by 
Herbert Barnett, president. 

In declaring the importance of long-range 
film and television engineering Barnett cited 
the industry’s thorough preparation for the 
January FCC theater television hearings. The 
list of well qualified witnesses which appeared 
was an outgrowth of three earlier appeals pre- 
sented before FCC by the Society. Experimental 
channels secured by the Society offered an op- 
portunity to determine by actual practice the 
form that national theatre television might take. 

The six points to be emphasized in the ex- 
panded program undertaken by the Society are: 

1. Form new SMPTE subsections in cities 
where film and television engineers need help 
and stimulation from joint meetings. 

2. Offer counseling assistance to colleges and 
universities interested in preparing engineering 
students for careers in motion pictures and 
television, 


3. Find gaps in the published engineering 
literature and offer assistance in filling them. 

1. Invite more active participation from 
other technical societies, trade associations and 
cultural groups in technical activities, and 
through these channels encourage educational 
use of motion pictures, television and theatre 
television. 

5. Publish special engineering studies for the 
benefit of businessmen, engineers and operating 
personnel giving information on the functions, 
applications and effects of current technical de- 
velopments, 

6. The Society’s public relations activities 
must emphasize (a) the need for special train- 
ing of young engineers for work in motion pic- 
tures, (b) the need for improved technical 
quality in classroom motion pictures and in 
the manner of presentation, (c) the need for 
improved technical quality of films made for 
television to avoid a bad trade reaction that 
would adversely affect future markets for such 
films and (d) the need for television broadcast- 
ers, motion picture companies and theatre cir- 
cuits to be constantly on the lookout for new 
products and processes available commercially 
or through research and development programs 
which they support wholly or in part. 

As a final reason for the SMPTE expanded 
program Barnett cited the current public in- 
terest stimulated by three dimensional pictures, 
Cinerama new types of screens. These and 
other innovations likely to appear are the re- 
sult of many years of research. a 





The NATIONAL FILM BOARD 
of CANADA presents 


16mm Films of 
INDUSTRIAL & TRAVEL 
interest to BUSINESS MEN 


some recent titles: 

ACCIDENTS DON’T HAPPEN (7 to 11 
mins. B. & W.)—-Six films on Safety 
in Industry. 

DATE OF BIRTH (16 mins. B. & W.) 

Important Plea for Over-45’s in 
Industry. 

FAMILY OUTING (17 mins. col. or 
B. & W.)——-Holiday in Banff National 
Park. 

CANADIAN CRUISE (14 mins. col. or 
B. & W.)—-Through Eastern Canada 
in 40-ft. boat. 

MIGHTY MUSKIE (10 mins. col. or 
B. & W.)—Sportsmen match strength 
with muskellunge. 


For latest CATALOGUES and full information 
on these and other recent releases 
write now to 


The NATIONAL FILM BOARD of CANADA 


1270 Avenue of the Americas 
New York 20, N. Y. 



















BYRON GUIRANTEES THE LOWEST’ PRICE! 
BYRON GUARANTEES THE MGMEST' QUILIT) / 
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ONLY BYRON 








Ask for our 
price list 


5 P and our NEW 
ee OO 16 page brochure 






byron 
STUDIOS AND LABORATORY 


1226 WISCONSIN AVENUE, N W 
WASHINGTON 7, 0.C. DUPONT 7- 1800 


®@ ANEW SERVICE-35 MM REDUCTION PRINTING 





ANSWER PRINTS IN EIGHT HOURS !! 













“NOT TOO HOT TO HANDLE” 


Successful handling of fire or motion pictures calls for skill 
and know-how of a professional character. 

Both of these techniques are exampled in the sound 
motion picture, “Not Too Hot To Handle,”’ produced for 
Walter Kidde & Co., Inc. It is the privilege of The Jam Handy 
Organization to cooperate with Walter Kidde Co., Inc. 
in this activity designed to save lives, property and jobs. wv ane 

Whatever your business story . . . it can be dramaticad x 4 


told with striking pictorial treatment, by using 
An educational - 


color motion picture JAM HANDY 
on fire and Ogun 


fire protection 


the help of 





